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Your automobile 
dealership is a highly 
specialized business. 
Naturally, your business 
insurance needs are 
specialized too. 

We realized this back in 
1922, the year we committed 
our business to offering 
automobile dealers the best 
protection possible for their 
business. And we've made 
that commitment stick. 

That's what makes 
Universal Underwriters The 
Specialists in Auto Dealer 
Protection. 

Universal's Unicover® is 
our very flexible protection 
package designed especially 


for automobile dealers. It can 
be tailored to a dealer's 
specific insurance needs. So 
when you call on The 
Specialist, we can diagnose 
your insurance requirements 
quickly and simply. You'll 
get the best coverage for your 
dealership, without buying a 
lot of coverage you really 
don’t need. And your 
insurance can be among the 
least of your business 
wol!ties. 

Of course, you could buy 
business insurance from a lot 
of companies. But if you want 
Auto Dealer Protection — 
simply and expertly —then 
you want The Specialist 
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accurate insurance d 
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Productivity down. The Bureau of 
Labor Seatistics of the U.S. Dept. 
Labor says productivity in the 
Mvate business sector decreased 
16 percent at a seasonally ad- 
Meted annual rate in the fourth 
of 1979. The decline re- 
a significantly larger in- 
“ease in worker hours—3.5 
Petcent—than output, which rose 
ly 1.8 percent. It was the fourth 
@Msecutive quarter of declining 
ivity; in the third quarter, 
Se drop was 1.3 percent. 
for 1979 as a whole, ee 
i 0.9 percent, only 
Pt eae feline since 
147. In the fourth quarter, unit 
cost, which is influenced by 
in output per hour soe 
mpensati er hour, increase 
47 ogg smallest gain of 
the year In the third quarter, the 
emp was measured to be at an an- 
rate of 10.3 percent. 
ese Se 
. Science was hardly 
p ai by the news that En- 
ihman Anthony Ashhill had 
asmall electric motor for five 
ths on the juice of one lemon. 
ol children have long known 
Possible to get a good one 
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(shock, that is) by placing one 
copper and one zinc wire in a half 
lemon and one tongue across 
them. But what about lemon juice 
as the energy of the future? Well, it 
probably won’t make it. 

A group of engineers at the 
Chloride group of Manchester, 
England, one of the companies ex- 
ploring the possibilities of electric 
vehicles, have calculated it would 
take 5 billion lemons to power a 
single small vehicle. The entire 
citrus production of the state of Is- 
rael might be able to power three. 

The 7imes of London points out 
lemon power offers little comfort 
to Britons because there are no 
lemon groves under the North Sea. 
Maybe, though, it could be a dif- 
ferent story for motorists here in 
the States, considering the vast 
citrus industries in California and 
Florida. Ten gallons of lemon juice 
and check the oil, please! 

xe * 
Overseas warning about anti- 
pollution laws. The president of 
the Society of Motor Manufactur- 
ers and Traders, speaking at the 
Brussels Motor Show, warned that 
the governments could endanger 
what he termed Europe's lead in 


fuel efficiency by introducing un- 
necessarily severe anti-pollution 
aws. 

Sir Barrie Heath, claiming Brit- 
ain and Europe are five years ahead 
of the U.S. in terms of fuel effi- 
ciency, denounced “environmen- 
tally unjustifiable exhaust emis- 
sion legislation,” and suggested 
the investment in engineering and 
manpower and cash required by 
this type of legislation would be 
better used in designing more 
economical, safer and longer last- 
ing vehicles. 
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Another energy conclusion. The 
National Academy of Sciences’ 
Committee on Nuclear and Alter- 
native Energy Systems has com- 
pleted a four-year study, and has 
drawn some rather in-depth con- 
clusions. 

The committee members ad- 
dressed themselves to the 
economic, social, and technical 
aspects of the energy policy op- 
tions facing this nation during the 
remainder of this century and the 
early part of the 21st, and they 
concluded our prime efforts right 
now should go toward finding 
ways to save energy. We should 
continue the search for new fuels 
and alternative energy sources, 
they said, but our best efforts 
should be channelled toward in- 
creasing conservation. 

Dr. Harvey Brooks, co-chairman 
of the committee, added a personal 
note and said he would accord first 
priority to research and invest- 
ment to improve the fuel effj- 
ciency of the automobile. A 
member of the House Science and 
Technology Committee who 
heard those words, Congressman 
Tom Harkin (D-Iowa), agrees. He 
wants to launch “a major national 
effort to ‘re-invent’ the car,” he 
says, thereby including himself in 
the ranks perhaps spiritually 
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headed, at least, by ex-Transporta- 
tion Secretary Brock Adams. 
ee 

Reports call Japanese ‘“wary.”” Ac- 
cording to reports, officials of 
Toyota and Nissan have told the 
Japanese government they are 
definitely reluctant to build as- 
sembly plants in the U.S. 

The two companies are said to 
be citing the possibility of large 
losses and small-car gluts. They 
are pointing to the fact that wages 
in the U.S. auto industry are much 
higher than in Japan, and they say 
a glut of small cars seems inevita- 
ble when American automakers 
increase production of those mod- 
els. 

Of course, as demand for import 
makes has been rising, demand 
that they be built here has been 
rising too. Honda plans to open a 
plant in Ohio in 1982, but up until 
now, Toyota and Nissan have at 
best only acknowledged they’ve 
been considering such an idea. 

Officials of Japan’s Ministry of 
International Trade and Industry 
say they have been trying to en- 
courage the two auto giants to 
build American plants in order to 
ease the strain in U.S.-Japanese 
trade relations, but MITI denies 
Japanese press reports it has been 
pressuring for a resolution of the 
problem by the time Prime Minis- 
ter Masayoshi Ohira visits Wash- 
ington in May. The Ministry says 
that, in fact, there is no timetable. 
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Looking to the past for the future. 
Automakers haven’t used engines 
built from stamped parts since the 
late 1940s, but U.S. Steel Corp. en- 
gineers are looking to change that 
as they attempt to find a way to 
save weight in cars. If they suc- 
ceed, they could open the business 
of making engine block parts to 
almost all of the nation’s stamping 
plants. 

The last car to use an engine 
built from stamped parts was the 
Crosley, a 1,600 pound minicar 
that died years before the Edsel 
was even born. 

But U.S. Steel and the American 
Iron and Steel Institute recently 
exhibited a Chevrolet Vega with a 
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less-than-usual engine at the con- 
vention of the Society of Automo- 
tive Engineers. 

“You wouldn't,” said a repre- 
sentative of U.S. Steel, “convert an 
existing engine to this design. The 
investment in foundries is too 
great. But it’s something an en- 
gineer might have as an alterna- 
tive in the late 1980s or 1990. . . 
in designing a new engine.” 

The block in the demonstration 
Vega was built up from a stamped 
crankcase, water jacket, transmis- 
sion adapter plate and cast iron 
cylinder liners. It weighs about 40 
pounds less than the same block in 
cast iron, a reduction of about 
one-third for comparably finished 
blocks. The stamped block and the 
original Vega aluminum block 
weigh about the same. 

Everything above the cylinder 
head—the camshaft and valve 
assembly—was taken from a Vega 
engine, as were the bearings, 
crankshaft, connecting rods, pis- 
tons, pumps, pulleys and man- 
ifold. 

It sounds much like the original. 
But the U.S. Steel spokesman had 
no estimate of relative manufac- 
turing costs, durability, heat 
transfer properties or fuel 
economy. He said General Motors 
had built a scale model in plastic 
for stress analyses. 
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Could it happen to trucking? In 
the first 14 months of airline de- 
regulation, some basic airline 
ticket prices, according to airline 
industry experts, are up 35 to 40 
percent, and it is said the increase 
in air freight rates is in the 40 to 50 
percent range. The same experts 
are also claiming that deregulation 
is having a devastating impact on 
fuel consumption and community 
service. 

“Fares have risen more than 
enough to offset prices,’’ says 
David Campbell, a vice president 
and airline analyst for Wheat, First 
Securities, and he charges that 
airline passengers are being forced 
to cover the airlines’ cost of added 
personnel, extra terminal services, 
and empty seats on flights in com- 
petitive market areas. 


“Without deregulation = 
says, ‘the Civil Acronautgesy 
could have used existing aus 
to promote competition jn 7 
derly way. There could haye ' 
more controlled growth.” A 

From the energy standnos 
“deregulation is posit} ; 
sensical,’” in the opinion of 
L. Crandall, vice presidens a 
marketing at American A: 
“We are using that pe “ 
voted to jet fuel less a 
ciently,” he says. “That ms 
solutely no sense.’ a 

Campbell distrusts « 
thing mh politicians wo 
up with,” and he sq ‘ 
know anything Bee. 
economics of the t 
try, it’s an accident.” - 

Melvin A. Brenner = 
consultant and a for, 
president of American 
says, ‘‘Fare bargains are 
tively available on som, 
but they are offset by 
tial rise in fares on oth 

As for community a 
Brenner says, “Some * 
have received more 
they want, and others 
less than they need,’ 

A survey of CAR 
shows that certified : 
gional, and local air}; 
terminated or given NOtice 
intent to suspend Service 
200 communities. Several 
munities have been left yous 
even air commuter seryj 
be exact—and sometj ‘ 
service is the only link With h 


cities. + ee 
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tection and real profit dollars!! 


Wh & ght: Ronald Jelosek, Dealer; Rodney Rader, Sales Representative, ‘TekTor 
(Gary Litrell, General Sales Manager. 


t. Dealer: 

Wacles are really few and far between in our 

Don’t be misled by all the wild 

mis in the market place. Ask a ‘TekTor 

* for the best, most straightforward facts in 

market!! For the name of a ‘TekTor dealer 
you, attach your business card to the 

below and drop it in the mail. 


Our Thanks To Thunderbird Imports Ltd., 


Ronald Jelosek, Their Employees and Customers 
..- From the ‘TekTor People 
a a RT Re GE Re Se ee Se ne 


R.C.1. ‘TekTor 


P.O. Box 340 
/ aN Catawba, NC 28609 
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Zip 


Stato 
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FOR MORE INFORMATION, CALL: 704/478-2161 


Thunderbird 
Imports Ltd. 


Volkswagen, Honda, and Saab 
72404 West Main Street: Norman: Onlahoma 73069: Phone 329.1077. 


kTor Marketing Program and recent Sales Meeting that you presenta 
pre both valuable additions to our Dealership. Just as you stated, 
ising TekTor as a complete program has been a big help in reducing o' 
ever increasing cost factor and has added "additional gross profit" qj 
each sale, obviously the bottom line. 


“TekTor System Works! 


underbird Imports Ltd., Norman Oklahoma, is another of the many dealers 
jonwide experiencing the effects of the ‘TekTor System. Not a line of raw 
icals, but a real, cost effective marketing and planning system with the 
*s bottom line in mind, encompassing total flexibility, complete internal 
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Ssed is our check #9445 for payment of our most & 
for products. 


I did want to take time to write and let you know that the T@ 


Again thank you and have a Happy Holiday. 


Protection System 
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Leslie M. Emerson, Lewiston, Maine 
Bertrand A. Feiber, Bogalusa, La. 
Marvin D. Hartwig, lowa City, lowa 
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Frank E. McCarthy, McLean, Va. 
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Service Can Be Big Business 


truck industry sky in 1980, it 

has to be service.. Heavy- 
duty truck service should con- 
tinue to grow in leaps and 
bounds. Spurred by rising new 
vehicle costs, truck owners are 
trying to make their vehicles 
run longer. Much more atten- 
tion is being given to 
maximizing vehicle life. 

According to industry figures, 
the average truck piles up 
72,000 miles per annum. With 
an average vehicle life of 7.4 
years, rigs are accumulating 
more than 530,000 miles. That 
leaves a lot of room in between 
for service work. Since truck 
owners are becoming more con- 
cerned with holding onto the 
trucks they have, the figures are 
likely to keep on rising. 

Areal bonanza is there for the 
truck dealer. Service business 
will come his way if he believes 
it’s important and he makes 
serious efforts to capture the 
work. Some areas show owner- 
operators are drifting away from 
truck dealers for service in favor 
of general repair shops. On the 
other hand, more and more 
small fleets are turning to truck 
dealers for their service work. 

All this attention to the ser- 
vice end of the business has led 
to a disturbing realization. We 
have a diesel mechanic short- 
age. There are not enough 
mechanics in the market, and, 
worse, there are not enough 
quality mechanics! 

The truck dealer has a limited 
number of resources for finding 
the diesel mechanics he needs. 
He can secure them through vo- 
cational schools, community 


| f there is a bright star in the 


0 
This column is prepared exclusively for automotive executive by Patrick R. Close, director of NADA’s America? Thaw 


colleges or other businesses. 
But if the truck dealer is serious 
about improving his service op- 
erations, he must consider his 
own business as a resource. 

If the truck dealer is faced 
with a need for more truck or 
diesel mechanics, he should 
consider on-the-job training. He 
should utilize his own 
employees to provide a team 
training situation, singling out 
his best mechanics to train new 
employees. 

Vocational schools, county/ 
city/private training centers and 
community colleges do house 
considerable talent. In fact, it 
would be in the truck dealer’s 
best interest to periodically 
visit teachers and adminis- 
trators for referrals. Coopera- 
tion can be further enhanced by 
furnishing engines and used 
parts to the schools, and such a 
move has the side benefit of a 
tax write-off. 

It is important that the duties 
of a newly hired mechanic be 
spelled out. On-the-job training 
doesn’t mean starting the ap- 
prentice out on disassembling 
engines! Productivity records 
should be kept and encourage- 
ment must be regularly applied. 
Mechanics are people too, and a 
word of acknowledgement and 
praise can speed along de- 
velopment! 

On-the-job training should 
incorporate a pace that permits 
the student to, as much as pos- 
sible, learn at his pace. Make 
certain he understands step A 
completely before you start step 
B. A number of training tools 
are available, and they can be 
supplemented by factory bulle- 
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28th Annual RV and 
Manufactured Housing Show 
Dodger Stadium 

Los Angeles, California 


November 5, 6 and 7, 1980 


18th Annual National RV Show 
Kentucky Fair and 

Exposition Center 
Louisville, Kentucky 
December 2, 3, 4 and 5, 1980 


For more information contact: 

Dennis S. Corcoran, C.E.M. 

Vice President, Meetings and Shows 
Recreation Vehicle Industry Association 
14650 Lee Road 

Chantilly, VA 22021 

(702) 968-7722 

(800) 336-0154 
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Reynolds and Reynolds 
Delivers! 


The VIM Ill/Series 200 In-House Computer designeg | 
specifically for Heavy Duty Truck Dealers. 


Let's Face It. You need more than a 
computer, you need a system. A system you 
know will work for a Heavy Duty Truck 
Dealership like yours. 

R&R knows your business. And we know 
how to help you make more money running 
it. Our new In-House VIM Ill/Series 200 Com- 
Puter System was designed to provide you 


Gj 


Reynolds + Reynolds 


DH the systerns people 


te Offices, Dayton, Ohio 45401 
alpeere Ontario, Canada L6T 3xI 


See us at our booth at the ATD Convention. 


with the information and the controls to help 
you make your business more profitable! 
Ask your local R&R representative about 

these great systems: 

@ Accounting 

@ Parts and Parts Invoicing 

@ Payroll 

®@ Service Invoicing /Repair Order Billing 


I TT 
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what we say. 
Send this coupon or call 
your R&R representative today; 
Reynolds & Reynolds, Dayton, Ohio 
Attention: Vice-President of Marketing/ Dey 
Computer Systems Division 
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here is no simple test for 
determining whether 
legal fees are deductible. 
legal fees are immediately 
luctible as business ex- 
: others must be capi- 
and recovered through 
tion or on subsequent 
of the property involved. 
il others are currently de- 
tible as “non-business” ex- 
ses connected with the pro- 
stion of income. And unfor- 
ately, some are personal ex- 
ses which aren’t deductible 
Legal fees paid to draft a busi- 
s related lease or contract are 
ible. The same is true for 
paid to collect from your 
d accounts. But if your busi- 
is buys real estate, no. The 
expenses are considered 
] expenditures, which 
be added to the cost of the 
erty, and recovered via de- 
ciation. 
fee you pay your lawyer 
epare your will is generally 
d to be a nondeductible per- 
al expense. But all is not 
certain costs paid for estate 
ng services, which are 
uently related to the prepa- 
ion of a will, can qualify for 
uction. The portion of at- 

y’s fees paid for estate 
inning services, properly al- 
seable to tax advice, is de- 
ductible. Also deductible are 
fees paid to evaluate your estate 
| plan which contemplates a sub- 
stantial rearrangement and 
reinvestment of income-pro- 
ducing properties. They’re al- 
lowed as a “non-business” ex- 

deduction. 
if you dabble in personal in- 
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Tax Brakes 


Some Legal Fees Are Deductible 


vestments, a ‘‘non-business’’ 
deduction for legal fees will be 
allowed. Thus, if you have 
income-producing property and 
want to ‘‘rearrange” same, or if 
you seek advice as to the pur- 
chase of interest-bearing loans, 
your counsel’s advice is de- 
ductible. 

A strong suggestion: save this 
column. The next time you see 
a lawyer for any reason, 
whether the matter involves 
corporate or personal matters, 
take this with you. Then have 
the lawyer check the tax law to 
determine which fees or portion 
of them are deductible. 

wn aw* 

IRS increases standard 
mileage rate for automobiles. 
The cost of operating an auto- 
mobile has escalated at quite a 
rate the past couple of years. 
One salvation, though, is the 
business use of an automobile is 
deductible from your income 
whether you are self-employed 
or an employee (and your em- 
ployer does not reimburse you 
for auto expenses). You can: 

1. Keep track of all of your (a) 
miles driven, divided between 
personal and business use, plus 
(b) expenses, and then deduct 
the business portion (including 
depreciation). This is called the 
regular method. Or, you can: 

2. Use a short-cut approach 
called the standard mileage 
rate method. 

The easiest way to compute 
your deductible automobile ex- 
penses is by the use of this latter 
method. In a nutshell, the stan- 
dard mileage rate has allowed 
you to deduct 17¢ a mile for the 
first 15,000 business miles 


Irving Blackman 


travelled, and 10¢ a mile there- 
after. All you’ve had to prove is 
time, place, business purpose, 
and actual number of business 
miles travelled. Parking fees 
and tolls have been deductible 
in full, and your deductions 
have not been able to be ques- 
tioned as to amount by the IRS, 
even if it cost much less per 
mile to operate your car. 

The IRS recently woke up to 
inflation and decided to make a 
small change, but they unfortu- 
nately didn’t open their eyes all 
the way. Retroactive to January 
1, 1979, the new rate is 18.5¢a 
mile for the first 15,000, but be- 
yond that point, it continues at 
10¢ per, as it did under the old 
rule. Ridiculous! As a practical 
matter, the new rate will only 
help taxpayers who buy ex- 
tremely inexpensive cars and 
then drive them for many, 
many years. That was not and 
still is not the intent of the 
standard mileage rate method. 
The method was originally put 
into place to give the taxpayer 
an easy way to compute the au- 
tomobile income tax deduction. 
That's the way it was and the 
way it should remain. Most 
taxpayers will now be forced 
back to the regular method to 
get the largest deduction. 

If your automobile is impor- 
tant to you in business, IRS has 
in effect legislated tax law that 
is adverse to you, and it’s bad 
law at that. My suggestion is, 
pick up your pen and write a 
strong letter to your con- 
gressman. With enough 
pressure, Congress will cer- 
tainly legislate a more realistic 
rate than 18.5¢ and 10¢. x 


These coluenns are prepared by Blackman. Kallick #) Co., certified public accountants, under the watchful eye of Irving Blackman. Blackman alsoan 


| Seepey and author of Winning The Tax Game, consults with businessmen around the country on the subject of taxes and profitability. Questions 


’ wxerning these columns should be addressed to Blackman, Kallick & Co., 180 N. LaSalle St 
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Chicago, IL 60601 
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ne side of the auction 
business that is getting 


more and more attention 
these days is the classic-antique 
car auction. One of its strong 
proponents is Arnie Addison of 
Bay City Auto Auction. Arnie 
has held over thirteen of these 
sales since 1975 and sees them 
as a continuing and growing 
part of his auction and other 
auctions throughout the coun- 
try. “Many dealers are getting 
involved with these special- 
interest vehicles as an infla- 
tion hedge and as a hobby” says 
Addison, and he says several 
used car dealers in the West 
specialize exclusively in these 
types of vehicles. 


Classic Car 
Auction Getting Notice 


Auction Block 


New car dealers are also 
showing an increased interest 
in these special vehicles, espe- 
cially those fitting their product 
line. The dealers are selling 
them for substantial profit 
while enjoying the hobby and 
the pleasure of having them on 
their showroom floor. 

One difference from the nor- 
mal dealer auction is, the 
classic-antique car auction is 
open to the public. Arnie says 
he has participating dealers 
from as far away as Hawaii, 
Canada and Mexico, and he has 
had as many as 4,000 people at- 
tending as spectators or partici- 
pants. 

Arnie is holding his first 


Auction Block is prepared exclusively for automotive executive by George Basel of the NADA Official Used Car Guide. All comments oy 
pertaining to these columns should be mailed to: George Basel, automotive executive magazine, 8400 Westpark, Dr., McLean, VA 22193 ~ 
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George Basel 


classic-antique car auct 
1980 on April 12 and 

will follow that with ola 
July 12 and 13 and October it 
and 12. For additional informs. 
tion, call Bay City Auto re 
tion, telephone number (415) 
651-3800. The address ig 4853) 
Warmspring Blvd., Fremon 

Ca. 94538. - 


ion for 


xa 


To confirm this = 
interest in the classic ye Tor 
Lyng, owner of the Greater ‘Che 
cago Auto Auction, has 7 
nounced his first “Chicage } her 
Classic Car Show ang Pe 
tion.” He is expecting 500 be 
citing examples of — 
classic and special-int 
tomobiles. The auction walt 
held May 3 and 4, Con be 
Larry Kitchens, Greate 
cago Auto Auction, 
South Cicero Ave., Chican, 
60658. Telephone noe mM 
(312) 597-3600 for furtheo 
formation. 


antique 


tee 


The Western Auto Au 
Association (WAAA) held qyae 
winter meeting at the Del — 
ronado Hotel, Coronado Cc Ss 
mid-February, and talk = 
positive. The auction ow . 
indicated their business quam 
improved steadily since ¢ Sas 


of the year, and sales figures = 


“al 


| better than last year. Even 
though used cars may soon be in 
short supply, the owners said 
they feel the used car industry 
will maintain this momentum 
as the spring market ap- 
proaches. 
Harvey Klein of Southwest 
Auto Auction was voted presi- 
dent of WAAA for the coming 
year. He replaced John Freisen 
of Vancouver Auto Auction, 
British Columbia, Canada. 
~*e* 

The Midwest Auto Auction 
Association (MWAAA) held 
their winter meeting February 
2-24 in the Hyatt Hotel at Hil- 
ton Head Island, S.C., and the 
tone there was also positive. 
Their new year has also started 
eff strong with good con- 
signments and a high percent- 
age of sales. The good weather 
enjoyed by the midwestern 
states this winter has’ been a 
significant factor in the market. 
Henry Stanley, last year’s presi- 
dent of MWAAA, passed the 
gavel for the coming year to Bart 
Knapp, owner of Grand Rapids 
Auto Auction, Jenison, Mi. 

xk 

Roy Cox, owner of Concord 
Auto Auction, has announced a 
$10,000 lottery give-away 
which started Feb. 22, 1980 and 
will run for 20 weeks. Rub ‘N’ 
Win tickets each week will 
total $500 for the lucky win- 
ners. 


LT 


wake 


Mr. M.D. McCollum of Flint 
Auto Auction, Flint, Michigan 
has been asked and has agreed to 
serve on the NADA Official 
Used Car Guide Book Commit- 
tee. He replaces Mr. Tom Beas- 
ley of Nashville Auto Auction. 
The Guide Book Committee 
functions as a Board of Direc- 
tors to provide long-term direc- 
son and policy for the com- 


Pany- 


The South Jersey Dealers 
Auto Auction, Inc., has a new 
sale day. Robert Calhoun, gen- 
eral manager, has announced 
seles will now be held Tuesdays 
4¢ 11 a.m. This Auction is lo- 
cated at Swedesboro Ave. & 
1-295, Mickleton, NJ. 08056. 
Telephone: (609) 423-3333. 


a. 


zk 


AUCTION CLASSIFIEDS 


New York 


NORTHWAY EXCHANGE INC., 
Clifton Park, N.Y. Tel. (518) 371- 
7500. Sale Thursday 11:30 am. All 
facilities including Test Track. 
Four Lane Action. 


SOUTHERN 


AUTO AUCTION 


RT. 5, WAREHOUSE PT., CT. 
There’s an Auction Every 
Wednesday at Southern 
Larry Tribble & Bob August 

203-623-2617 


€ol"Red” Oak 


é 
az y 
wf 


“SEZ 


SS ee 


MANHEIM 
AUCTIONS 
ae 


Looking for the “fast lane” to maximum profitability? You'll 
find it—along with many of America’s smartestdealers—at 
your nearest Manheim Auction 

Manheim gives buyers the industry's finest selection 
of cars, its most comprehensive support services, and 
its most proven skills—all to help you get ahead and 
stay there 

Manheim gives sellers unrivaled expertise and profes- 


MANHEIM AUCTIONS, P.O. BOX 4667, LANCASTER, PA 17604 
Phone (717) 569-4561 


LEADING THE INDUSTRY SINCE 1945 


THE MARKETPLACE PATRONIZED 


BY MORE FRANCHISED DEALERS 
SALE EVERY THURSDAY 
10:00 A.M. 


Airport Service 


Atlanta Auto Auction 


4900 Buffington Rd., Red Oak, Ga. 30272 » (404) 762-9211 


FAST LANE TO PROFIT 


. >, 


S o 
sionalism in keeping inventories regulated and getting rid of 
slow movers — so you save time and money 

For all dealers, Manheim provides speedy, efficient auc- 
tion service ... along with fair and equal treatment. It's 
a system perfected through 35 years of serving dealers 
like you 


Don't be a slow poke when profits are at stake. Get up to 
passing speed at one of America's 13 Manheim Auctions! 


1 MANHEIM AUTO AUCTION, Manheim, Pa. 17545 
Sale Friday Phone 717/685-3571 
2 NATIONAL AUTO DEALERS EXCHANGE, Bordentown, NU. 08505 
Sale Wednesday Phone Bordentown 609/298-3400 — 
‘Camden 609/662-6700 — Philadelphia 215/923-1090 
3 FREDERICKSBURG AUTO AUCTION, Fredericksburg, Va. 22401 
Sale Thursday Phone 703/898-4900 
4 KANSAS CITY AUTO AUCTION, Kansas City, Mo. 64127 
Sale Wednesday Phone 816/241-2614 
5 DEALERS INDIANAPOLIS AUTO AUCTION, Indianapolis, ind. 46219 
Sale Tuesday Phone 317/898-3300 
6 LAKELAND AUTO AUCTION, Lakeland, Fla. 33802 
Sale Wednesday Phone 813/984-1551 
7 ATLANTA AUTO AUCTION, Red Oak, Ga. 30272 
Sale Thursday Phone 404/762-9211 
8 HIGH POINT AUTO AUCTION, High Point, N.C. 27261 
Sale Tuesday Phone 919/886-7091 
9 BUTLER AUTO AUCTION, Gibsonia, Pa. 15044 
Sale Wednesday Phone 412/443-7211 
Pittsburgh 412/961.0305 
10 METRO MILWAUKEE AUTO AUCTION, Caledonia, Wis. 53108 
Sele Wednesday | Phone Caledonia 414/895-4436 
Chicago 312/296 2623 
11 FLORIDA AUTO AUCTION OF ORLANDO, Orlando, Fla. 32858 
Sale essay Phone 305/295-8421 
12 FRESNO AUTO DEALERS AUCTION, Fresno, Calif. 93706 
Sale Thursday | Phone 299/268-8051 
13 CALIFORNIA AUTO DEALERS EXCHANGE, Anaheim, Calif. 92803 
Sale Wednesday Phone 714/996-2400 
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On the Hill 


Legislative Summary 


Legislative veto On February 6, the Senate voted 53 to 44 in opposition to an amend; 

amendment fails in the Federal Trade Commission Authorization bill, S. 1991, that would 

Senate. House-Senate allowed a congressional veto of FTC rules and regulations. Opposed by # 

Conferees to decide fate Senate leadership, and strongly supported by NADA, the amendment of 
fered by Senator Schmitt (R-NM) would have allowed one house of e 
gress to disapprove an FTC rule or regulation if the other house di@ 
object. This amendment was identical to the legislative veto Provision al 
ready incorporated in the House-passed version of the bill. 

Instead of the Schmitt amendment, the Senate passed a rather mea 
less congressional review amendment offered as a compromise by Se 
Levin (D-Mich.) and Boren (D-Okla.). The review procedure outlined 
Levin/Boren amendment requires the Congress to take essentially the « 
steps as those currently undertaken when passing a law. The steps 
include the president’s signature. 

The Senate version includes a restatement of existing law which probs 
the FTC from promulgating any rule or regulation requiring the inspec#in.. 
or warranties for used cars in connection with the sale of such vehicles eS 
prohibition was adopted by the Senate Commerce Committee in res, 
to the FTC’s proposed used car amendment and went through the 
floor debate unscathed. 

As of this writing, these two important dealer issues are currently awaits. 
action by a House-Senate Conference Committee. NADA will keep : 
informed as to the outcome. you 


eSDo 


Crude oil windfall tax bill On February 26, a House-Senate Conference Committee, followin, 
clears House-Senate months of protracted debate, reached an agreement on the crude oll 
Conference windfall profits tax bill. The full House and Senate still must approve 
conference report. — 
Expected to raise approximately $227.7 billion between 1980 ang 19¢ . 
the revenues generated from the tax are to be allocated in the follo ‘ 
manner: a) 60 percent for income tax reductions; b) 25 percent for I, 
income assistance programs; and, c) 15 percent for energy and transys 
tion systems. = 
Aside from imposing an excise tax on the various categories of do 
cally produced crude oil, the bill also increases existing residential tax crs, 
provides a wide range of energy tax incentives for business, and add 
some general income tax provisions. Of particular importance to NAD, ; 
conferees agreed to repeal the estate tax carryover basis provision. Sa 
uled to take effect this year, the carryover basis could have resulted 
substantially increased tax liability for heirs who decide or who were is 
to sell a family business. . 
Although the tax rate on windfall profits agreed to by the conferees " 
somewhat lower than that proposed by the President, Mr. Carter has jaa 
cated he will sign the bill once it clears the House and Senate, ; 


This is the first of a series of monthly columns which will deal with legislative issues of concer to franchised new car and track de, 
intended to provide a brief summary of those actions either already taken by the Congress or currently pending which will impact om 7 


business. 
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Why the ultimate? Because new Perma-Plate™ 
Contains Teflon. You know how Teflon* works, 
ane So do your customers. New car buyers are 
©0king for a product which will make their new 
Car investment look better longer, and Perma- 

late’ is the product that will do that for them. 
Perma-Plate" applies easily with no special 
“(uipment, and carries the strongest 3-year 
'mited warranty in the industry. 


Dup 
UPont's Registered Trademark 


penmmmazolae} 


1932 V-12 Pierce Arrow Golf Coupe 


Spend a few minutes with our local distributor 
and find out how the Siskin program can in- 
crease customer satisfaction and your profits. 


Sold through new car dealerships. 


For the ultimate in exterior protection call toll 
free (800) 453-8470 in Utah dial 973-6755 

or write SISKIN ENTERPRISES, INC. 

1979 South 700 West, Salt Lake City, Utah 84104 


Distributorships available in some areas 


Pelletier 
on Mack and 
The Industry | 


Mack Trucks’ Chairman 
and President Alfred W. 
Pelletier talks frankly 
about dealer 
indemnification, 
successorship, leasing, 
new products, plant 
efficiency, dealer-factory 
relations and a host of 
other subjects of interest 
to Mack and other dealers. 


~<~ 


— SS 


llentown, Pa., just about 
— everyone knows, is the 
home of Mack Trucks, Inc. 
and the Mack bulldog, an apt sym- 
bol of the Mack products’ tough- 
ness and the company’s tenacity. 
Pat Close, the director of the 
American Truck Dealers division 
of NADA, travelled to the eastern 
Pennsylvania city recently to talk 
to Mack Chairman and President 
Alfred W. Pelletier about the com- 
pany’s relationship with its dis- 
tributor organization, the future of 
the truck industry, and other is- 
sues that touch not only Mack and 
+, Mack dealers but other truck 
" dealers as well. 
Close was accompanied by a 
_ representative of automotive ex- 
ecutive and also Ed Parker, the 
ATD Mack line representative. 
What follows is an excerpt from a 
wide-ranging and highly interest- 
ing interview. 

Parker: I’d like to lead off our 
questioning with a rather broad 
brush approach. How do you view 
the financial future of Mack Truck 
and even the future of the entire 
truck industry? i ca 

Pelletier: Well, we think it’s 
4 going to be a challenging year for 


all of us, but a good year. The fi- 
nancial future of Mack right now 
is very, very sound. We have much 
of the heavy expenditures of our 
Capacity programs behind us. 
Hagerstown (Md.) is just about 
finished now and it’s onstream. 
This facility is going to give us 40 
more powertrains a day—that’s 
engines, transmissions and car- 
riers—and it will be on a six-day 
week. 

A lot of people forget that in the 
last three years, Hagerstown has 
been pumping out these compo- 
nents on a seven-day, three-shift a 
day basis. That’s 21 shifts a week. 
We didn’t get all the deliveries 
we'd like to have gotten the last 
three to four years, because 
Hagerstown was limited and there 
was nothing more we could do for 
them until we got this expansion 
completed. 

Getting settled as we now are, I 
really feel comfortable with 
Mack’s future, and another reason 
I’m comfortable is the high caliber 
of management we now have. 


We've made several changes and 
we had to make some tough deci- 
sions. 

One of those decisions, a big de- 
cision, was the liquidation of 
Brockway. That was a tough thing 
for us to have to do, but Mack only 
had so many dollars. Brockway, a 
great, great company, needed all 
new facilities and a new product 
line, and Mack was into their own 
expansion programs and needed a 
new product line itself. There just 
weren’t resources for both of 
them. So we had to make the deci- 
sion to drop Brockway. 

Another big decision that was 
made recently was the phasing out 
of the big Mack off-highway 
trucks. We were in that business 
for years and years, and yet when 
we looked at it, we saw it only rep- 
resented less than one percent of 
our sales. We had a very, very 
small percentage of the market. It 
was almost like a chain around our 
necks, so we had to make the deci- 
sion to phase that out. But that 
was all done to improve our posi- 
tion in the marketplace for the 
years ahead, and I think history 
will prove they were the right 


moves to make. 
ate 


With respect to the truck man- 
ufacturing industry in general, I 
really feel the future is good. Dur- 
ing the first part of the ’80s, I think 
there will be some slow but steady 
growth. I think the last half of it 
should be much better, but with 
all the things going on in the world 
today, it’s really hard to predict 
what’s going to happen. 

We have some tight market 
conditions now. We’re in competi- 
tion with corporate giants around 
the world. International Harves- 
ter, Ford, and Mercedes Benz, are 
just three of them, and they’re 
after the same markets we’re after. 
So it’s going to be tough market 
conditions during the ’80s, par- 
ticularly with the inflation rate 
running the way it is. We can’t see 
much change in that throughout 
this year, anyway. 

Close: Do you forsee double 
digit inflation for 1980? 

Pelletier: Yes. But the one word 
that to me describes the economy 
for the ‘80s is the—as I’ve said— 
“uncertainty’’ out there. Re- 
member, back in October, the Fed 
put the squeeze on money, and 
interest rates shot up. 

We can now see the Fed relaxing 
the monetary policy a little bit, 
but we can’t see interest rates 
changing too much. We still think 
interest rates are going to be high 
through 1980, and that’s tough for 
our distributors. They can’t afford 
to stock a lot of trucks and pay 
these high interest rates. But we’re 
in the same position as our dealers 
are, as are all of our competitors. 

Parker: What do you foresee 
truck sales doing in 1980? 

Pelletier: Well, 1979 ended the 
decade of the ‘70s with a record 
number of heavy-duty trucks sold. 
I don’t think that at this stage we 
have all the figures, but it looks 
like it might come in at about 
165,000 factory sales of U.S. 
domestic trucks. 

If you had asked me the same 
question a month ago, I would 
have told you it might be about 15 
to 20 percent less in 1980. I don’t 
think it’s going to be quite that 
bad. Maybe 10 to 12 percent less in 
1980. There’s a lot of defense 
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spending now that has been an- 
nounced. We think this is going to 
stir up the economy a little bit, so 
we don’t think 1980 is going to be 
as bad as we thought it was, even 
as recently as a month ago. 

As far as prices are concerned, 
prices are going to parallel infla- 
tion. Yet, our factories are con- 
tinuing to reduce costs. We’ve got 
a lot of new programs going on at 
our factories. We’ve got to keep 
the costs down so that the price 
increases that we’re getting—and 
we're getting them every day— 
don’t have to be passed in their en- 
tirety along to the distributor who 
in turn has to pass it on to the end 
user. We have been working for 
nearly two years on a value analy- 
sis program. Our people will take 
every part of the truck—they have 
different committees which work 
on different parts of the truck— 
and they'll look at a major part of 
the truck and figure out how we 
can make that more economically, 
stronger and still maintain its 
quality. And we have made drastic 
strides in that program over the 
last couple of years and that’s a 
continuing thing and that goes on 
at all of our plants. 

We also challenged the factories 
three yeais ago to take, forgetting 
inflation, $1,000 out of the cost of 
that truck and they worked on that 
and it took them 18 months, but 
they did it. They were so enthused 
about what they did, they gave 
themselves a second challenge, to 
take another $600 out of the man- 
ufacturing costs. They reached 
that goal. Now, they’re on a third, 
and you may ask, is that reduction 
passed on? Well, what it means is, 
we don’t have to pass on as much 
in the way of cost increases. We 
can keep our costs down and when 
price increases come along, we 
don’t have to increase our prices as 
much. 

Remember, 93 percent of the 
cost of the truck is materials and 
labor, and we’re tied into the wage 
package of UAW just like General 
Motors and Ford and International 
Harvester. It’s all pretty well set 
and they have cost of living in- 
creases that take place during the 
year and there’s nothing we can do 
about that. So those costs are 
there—those labor costs—and the 
material costs keep coming in and 
the only way we can stifle it and 
not pass everything on to the dis- 


tributors is to do a better igh 
own plants. We feel were 
that right now. 

Close: If I could di i | 
minute: what about the 70 ab 
respect to the industry, Strikes yor | 
especially? 1 

Pelletier: Well, we had ver 
very extensive government 
lations that really interfered il 
business and hurt our business. 

The 121 brake laws are 9 pnm. 
example. After years, it Was finally 
legislated out, but in the mear 
time, what it did to our induser: 
was incredible. In 1975 I thet 
there were less than 70,009 Class >; 
diesel trucks sold, down frox 
around 130,000 or 140 000 the 
year before. It was just unbeliews 
ee 

The start of tight money : 
the end of the 0s and high a 
est rates were other distaste 
tae Not pe decade but fe! 
of things we don’t want ta 
pen again. ‘to seehae 

Parker: Let’s swi ‘ 
something that is happening sy 
now, something that app. ml 
going to be a big part of Ma 
marketing program in the S0s— 
that’s the agreement that Mec 
has with Renault. In your on; 
what does this mean to Mack t& 
dealers, to the marketp} . 
and. . . why Renault? — 

Pelletier: Well, we 
overtures with other oa mak 
ufacturers before we signed we 
Renault. As you know we he 
spent a considerable arn @ 
time with Iveco, we lockelle 
some Japanese companies and 
even talked to the British > 
Renault arrangement Seemelll a 
more into what we want wd 

Signing with Renault fi ne 
gave us the exclusive = 


: Markerit 
rights for the Class 6 and week 
North America a ¢ 4 


nd 
America. Signing with = 


also gave us exclusive 

rights for all other RV] ark 
and ey make a lot of poet 

Just because we hay 

marketing rights for all Sa 
products in North Ameri pe 
Central America doesn’t + e 
say we want to market gh, x 4 
we have the opportunity = 
to waive those rights. Thell band 
lot of things they make eo 
want to look at: maybe that»: 
size truck, maybe buses. Itks 


important fact in the Rens 


agreement was the fact that we at 
Mack are a one product company. 
We're integrated, we make all our 
own components. But today 
economy of scale is the name of 
the game, and as a single producer, 
we had to find a partner whom we 
could look toward to perhaps buy 
some of the things we’re making 
as we're buying some of the things 
he's making. So we are working on 
programs—component pro- 
erams—though there’s nothing 
finalized. 


There are a lot of feasibility 


SS 


that cannot support just a Class 8 
truck, but if you could provide this 
distribution point with a Class 8 
truck and Classes 6 and 7, now you 
have a viable market. So it means 
we should be able to open up more 
points around the country in the 
next five years. Actually, our 
target is to have 500 Midliner 
dealers by 1985 and that program, 
by the way, today is going on very 
well. 

Parker: That means then, if your 
target is 500 dealers, that you in- 
tend to have additional dealers 


ple, though, who have a limited 
product line like we have because, 
you know, you're competing with 
the giants and if they make 
400,000 and you make 40,000, 
naturally their costs are going to 
be a lot better spread than yours. 
So you've got to find means of 
selling your products in other 
areas, and in that situation, I think 
the marriage with a foreign man- 
ufacturer makes sense. Just to 
market the same products that 
you're already marketing doesn’t 
make sense to me. 


— 


studies going on. We may look at 
some Renault products that could 
use our engines, for example. 

The arrangement has a lot of 
possibilities, but it’s all long- 
range. The short-range was the 
Glass 6 and 7 truck and it's work- 
ing well. I think it’s going to be 
great for our dealers. We insisted 
that this truck meet Mack’s qual- 
ity standards. We have put on this 
truck many Mack innovations. 
The fuel system has been rede- 
signed to suit Mack. The whole fil- 
tering arrangement is all Mack. 
We're using our sister company 
Garrett Turbochargers on the en- 
ges. We're using a Motorola 
electrical system. There’s a lot of 
Americanization to this product 
because we feel that when it gets 
over here, the American customer 
wants to be able to get service 
parts without too much trouble. 
S we've Americanized even the 
transmission, the drive-line. I 
think with that, it’s going to be a 
great product and it’s going to bea 
great addition to our distributor 
field organization. 

The arrangement also does 
something else. There are dis- 
‘bution points in the country 


other than Mack truck dealers 
handling the Midliner? 

Pelletier: Right. Mack dealers 
come first, and they will have the 
first crack at it. We've been asked 
the question many times what’s 
going to happen in the case of a 
Mack dealer who has another 
franchise. We say, look: it all de- 
pends on the person. We want the 
best distributor we can find to 
handle this Midliner. Now, if the 
best distributor we can find also 
has another line, that’s fine with 
us, as long as he can support the 
financing for the new trucks and 
the extra parts, putting new people 
on and everything that goes with 
it. But we want the best we can get 
our hands on. If he happens to be 
an existing Mack dealer, so be it. 

But yes, when we run out of 
Mack dealers, we’re going to look 
around and find Midliner dealers 
from without the organization. 

Close: Do you see this Amer- 
ican-foreign manufacturer mar- 
riage necessary for some of the 
other manufacturers? We have 
seen another manufacturer do a 
similar thing. 

Pelletier: No, | don’t think it’s 
for everybody. I think it is for peo- 


Doing the things we’re doing, 
such as looking to sell our compo- 
nents for use in a foreign manufac- 
ture’s vehicles, having him mar- 
keting our trucks in his strong 
markets and we his trucks in our 
strong markets, this all makes 
sense. But I don’t think it’s for 
everyone. 

Parker: Along with inflation, it 
seems that energy is front page 
news every day—the cost of 
energy, and the use of energy. 
What does Mack have in the works 
in the way of energy-efficient 
truck development for the near fu- 
ture and how do you feel about the 
cost of energy, specifically diesel 
fuel in this particular case? 

Pelletier: Well, to answer your 
last question first, I think the cost 
of diesel fuel is going to continue 
to rise. I mean all through the ’80s, 
I don’t think we have seen the end 
of it. In Europe they’re paying, as 
you know, $3, $4a gallon for diesel 
fuel, and it wouldn’t startle me to 
see a $2 price tag here by the end of 
the year. 

I don’t see any hope that the 
price of diesel fuel is going to go 
down. As far as what we are doing 
about fuel efficient truck de- 

— 
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velopment, we’re concentrating 
on the thing that we know the best 
and that’s the Mack drivetrain. 
That’s where we hope to improve 
the efficiency. We’ve got many 
things out now like the Viscus fan 
drive, of course, which other peo- 
ple have also. We're doing a lot of 
work on charge air cooling. We’re, 
in front of the main radiator, put- 
ting in a second radiator if you 
want to call it that, and cooling the 
air through the second radiator as 
it comes to the engine. It’s com- 
mon knowledge that the cooler 
the inlet air, the better the com- 
bustion and the better the fuel 
economy. 

Keeping that inlet air tempera- 
ture down is something we are 
working very, very hard on right 
now, We've got a major program 
going. We are also working on 
lowering the RPM of our engines. 
This means being a balanced de- 
sign manufacturer—we make our 
own transmissions and our own 
engines, and we can play around 
with transmission ratios and rear 
axle ratios to go with the engine. 
So we’re going to get that engine 
RPM down because the lower we 
can get it down and still get per- 
formance, the better fuel economy 
we'll have. You’re going to see a lot 
of engines in the 1700, 1800 RPM 
range. 

We're building engines with 
high horsepower and less weight. 
A new engine that’s coming out 
now, our new 350 horsepower en- 
gine, weighs about 700 to 800 
pounds lighter than its nearest 
competitor in the same horse- 
power range. So if you can have a 
lighter engine, that means a 
lighter vehicle, and you can do two 
things. You can haul more payload 
in the same total gross or if you’re 
hauling the payload that you al- 
ways do, you’re going to do it with 
less fuel because you're not haul- 
ing around as much weight. 

We think it’s great, by the way, 
that ATD participates in the vol- 
untary truck and bus fuel 
economy program. (The program 
fosters fuel conservation through 
research and through the im- 
plementation of fuel-saving steps 


without government interven- 
tion. It’s a joint venture of the gov- 
ernment and the industry.) 

Parker: Mack has always en- 
joyed a good relationship with its 
distributor organization. What do 
you think would further enhance 
this relationship and what might 
Mack do to strengthen or change 
the dealer body? 

Pelletier: Well, there really are 
no major revisons or changes that I 
can see that are anticipated in the 
distributor franchise agreement. 
But, you know, we're always 
working diligently to improve our 
dealers and to fill open points, and 
I mentioned one way we’re going 
to do it with the advent of the 
Midliner. That’s going to help our 
whole dealer organization because 
the more dealers we get out there 
servicing our product, the better it 
makes it for the dealer who is 
selling his product. A large 
number of service points is some- 
thing to brag about. 

I think strong dealers do help 
each other and there’s no question 
this Midliner introduction is going 
to go a long way toward getting to 
our goal. 

I'd like to think the relationship 
we've had with our dealers has 
been strong and has been good, 
particularly through the Dealer 
Council. So, we really don’t an- 
ticipate making any changes at the 
present time. 

Parker: Mack, in the last seven 
or eight years has changed over 
quite a few branch operations into 
dealerships and perhaps the re- 
sults show that this was a good 
move for Mack. At the present 
time, I believe Mack Truck has 
about 35 factory branch operations 
throughout the country. Where 
does this situation stand, and what 
does the future hold? 

Pelletier: Well, number one, we 
firmly believe in franchise dis- 
tributors. However, there are parts 
of the country where, because of 
the size of the fleets, we find that 
most dealers are not financially 
capable of taking this kind of busi- 
ness, and we have had no problems 
with our dealer organization in 
putting this kind of business 
through our branches. 

We are, however, looking to re- 
duce the number of factory 
branches we have today. As you 
said, we have 35. I'd like to see this 
get down to 25 or even a little 
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lower. We find that a franchic. 
tributor, when he gets to a ce 
size, does a much better job d 
factory owned store. But we 
have to have some of these face. 
stores, the large fleet orders he: 
one situation, one reason 
If we didn’t have an 
stores, we wouldn't ha 
places to train our field 
tion. Regional managers 
managers, district service 7m 
ers, regional service Managers 
gional parts managers, t 
parts managers, ou Tight 
through it—they ole = 
of a branch. They’ve had 
experience and with that 
experience—I’ve had it 
know how important it is 
can be a big help to the distys 
organization. That’ 
they've been on the firin Louie 
in ae what it’s like. 
ike to keep the branch. 
reason also. <a 
Close: Talking about 
sometimes dealers are 
pretty long lead times. 
you think has to be done 
part of both the manufacr ani 
dealer to overcome this? = 
Pelletier: Well, that is 
good question. We have g be 
backlog right now, for 
and if I knew that every 
ne backlog was a firm 
the minute it was buily + = 
going to be sold and canal bs. 
going to get their mon, 
just take that backlog ang 
into the number of Workj 
and say that’s how mane ae 
you're going to builda @. e 
know and we know that’s 
It’s been discussed at o 
council meetings Man 
There’s a lot of water in jy 
We have a program that’ 
to be introduced soon and Sy 
can’t say anything more 4 
it now, we hope it is 201 
leviate the problem. We 
get to the point where 
look at the backlog, we can 
just about 100 percent on.» 
then be able to shorten 
time. Our idea of delive 
got to get trucks to ou, 
ganization within six 
less. We know our compe. 
it. The dealer council jg 
welcome this program 
they’ve even wondered 2 
times why we haven’t do 
thing like this, ; 
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Parker: You scare me a little bit 
saying what you are. Is it a penalty 
program of some sort, this backlog 

am? 

Pelletier: You’re one fellow that 
toesn’t have to be worried about 
t, Ican tell you. 

Parker: Looking at the franchise 
*reement, we have received more 
« less an indemnification policy 
ws that the dealer is requested to 
write in to Allentown and request 
@ letter of indemnification and, of 
*ourse, we have received the suc- 
‘essor clause written as, I believe, 
* addendum to the contract. 

Do you feel Mack has done what 
* should do in giving this to the 
‘ealers as part of their agreement? 

Pelletier: This indemnification 
letter, we find, is even stronger 
‘han if we put words into a con- 
“act. If you put words in a con- 
‘aet, we think the net effect will 
%e without meat. This is a letter 
that is available to any dealer, 100 
percent of them, and it indem- 
sifies the distributors on product 
liability. a 

As far as the succession issue: in 
‘Wr contracts written before, we 
‘ad to have in the contract the 
‘ame of the principal owner. If he 
‘ed, that meant the contract was 
*tomatically terminated. We've 
changed that. We have a supple- 
Sent to the contract that allows 
the distributor—the principal 
‘w—to name his successor. He 
submits that to the Mack mar- 
“ting executives, and though 
‘hey may call him in and want an 
“planation, usually they will 
“ee on it. It’s completely dif- 
‘sent, as I said, than what we had 


So I think this new supplement 
‘the contract allowing the dealer 
“pick his successor on approval 
Mack pretty well takes care of 
“at thorny problem that we had 
“awhile. 

Parker: I have to agree. And the 
“Sceessor clause, I believe, is the 
‘st in the industry. I think the 
“ack dealer council did a great job 
© coordinating with the Mack 
“enagement group in putting 
"ese two things to bed. oh 

Pelletier: This dealer council is 


acm 


eee | 


the finest group that I have ever 
had the pleasure of working with. 
The same people aren’t onit all the 
time and we go in there and we 
have some very heated dis- 
cussions. But!’ll tell you: when we 
leave that room we’re all together. 
It’s just a great way to work. I give 
the dealer council the credit for a 
lot of the improvements that have 
happened in our Mack marketing 
organization in the last several 
years. They come up with these 
ideas, we research them, and we 
might fight them for awhile. But 
we may end up finding that they’re 
tight and then we implement 
them. This indemnification letter, 
this successor supplement to the 
contract and many things have 
been originated by the dealer 
council. I’d like to think the re- 
lationship has been as good for the 
dealer council as it has been for 
Mack. 

Close: The economy here has 
made it a bit difficult for some 
dealers to move their product. Has 
Mack given any consideration to 
helping the distributors? For 
example, are there any provisions 
made to change cash flow policies 
or floor plan policies to help the 
dealer out over this tough time? 

Pelletier: Well, this is just 
another example of what came out 
of a recent distributor advisory 
council meeting. That is, net bill- 
ing. Ed, you can explain just how 
this net billing to the distributors 
from the parent company works. 

Parker: Originally, up until the 
first of the year, where Mack pro- 
tected the price of an order, dealers 
were billed for that truck at cur- 
rent price and then when you de- 
livered the truck to that particular 
customer, you signed some papers 
and sent them back to the home 
office. They signed them and they 
were processed and you eventually 
got a refund difference between 
the price the truck was ordered at 
and the price you were billed at. 
But sometimes this took 60 days 
or longer. 

Under the new policy which just 
went into effect the first of 
January, the price you order the 
truck at is the price you are billed. 
So that does a great job in freeing 
up the cash flow. 

I’m glad to see Mack has also 
done something about our floor 
plan rate. 

Pelletier: Well, we looked at the 


floor plan rates when the Federal 
Reserve came up with that drastic 
money tightening policy. Interest 
rates went up, and we naturally 
had to raise interest rates to our 
field organization. But we could 
see it was really putting a crimp in 
their stocking trucks, so we've re- 
vised the interest rates downward. 
It’s giving dealers a better chance 
now of getting trucks without 
paying that high interest rate pen- 
alty they were paying prior to the 
new policy change. 

So I guess what we’re trying to 
say is we do look at things and we 
do listen to what dealers are Say- 
ing. They understand we have to 
make a profit, too, because if we 
don’t make a profit, then they’re 
not in business. And I know the 
council understands that Mack’s 
goal is to try to reach that magic 
five percent earning on sales after 
tax and we’re going to. But because 
of inflation and because of the 
interest cost, you know, we also 
have to pay high interest when we 
borrow money and it’s made it 
very difficult for us. We're going to 
probably end the year just under 
four percent. It’s a good year, but it 
still hasn’t hit the magic five. 

We have district managers 
whose job it is to help distributors 
move trucks from one point to 
another and find retail customers 
so they can get them out and get 
their money in their hands. And I 
would say that by and large, our 
distributor manager organization 
is helpful. They’ve got ability, 
they probably all came from 
within the branch operations, they 
know what it’s like out there. I'd 
like to think they do a first-class 
job out there, helping the dealers 
move trucks they find they can’t 
move themselves. 

Parker: A subject that comes in 
for a tremendous amount of con- 
versation is the matter of factory 
sales to fleets and to major leasing 
et arta? This touches not only 
Mack trucks, but practically all 
other truck manufacturers. And 
that feeling is that since these 
trucks are sold at favored prices, 
the dealer then is in effect sub. 
sidizing the prices given to these 
large users. What can be done to 
change it and make it more equi- 
table? 

Pelletier: I know our marketing 
people will give the distributor or. 
ganization first crack at these big 
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A s I predicted in an earlier 
column, we did conduct 
a Used Car Marketing 
Workshop at the recent NADA 
Convention in New Orleans. It 
is difficult for a participant to be 
objective in evaluating any pro- 
gram, sol am not ina position to 
say whether the program was a 
good one or not. But, this I 
know: we drew capacity crowds 
in each of the three classes. This 
does not mean we had a good 
program, but it does mean a 
great many dealers are very 
much interested in used cars. 

In case lam involved with the 
used car workshops next year, I 
have some very definite ideas as 
to how they should be or- 
ganized. This year was my first 
experience with the workshops 
except for a very brief exposure 
as moderator on an auction pro- 
gram a few years ago, and I 
found the class was one-and- 
one-half hours long without a 
break. This is both too long and 
too short. It is too long to ask 
people to sit without any break, 
and it is too short to covera field 
as wide-ranging as used car 
marketing. 

Let us consider the latter 
statement. As I mentioned, we 
had three sessions and certain 
questions were asked in each of 
the three. Given the limited 
time and the large attendance, 
there is no way of knowing 
what questions went unasked 
and thus unanswered. 

Iwas surprised by the interest 
in the subject of compensation. 
At least 15 minutes could be 
devoted to an open panel dis- 
cussion of various pay plans for 
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used car salesmen and used car 
managers. 

At what point does a car you 
have in inventory for retailing 
age to the extent that you must 
wholesale it? The panel split on 
this, 2-1, and had I voted it 
would have been 2-2. Jane Fox, a 
Chevrolet dealer from Weeds- 
port, NY and Marvin Ivy, an in- 
dependent dealer from San An- 
tonio, TX, felt there was no 
limit—each had kept cars as 
long as a year! Vic Snyder, an 
independent from Southern 
California, went the opposite 
route, but he doesn’t wholesale 
the slow mover. His approach is 
to reduce the price until the 
unit sells. Generally speaking, 
he keeps nothing over two 
weeks. Although I am not in the 
business and I understand cir- 
cumstances vary, I would go 
along with Vic but I would ex- 
tend the time a bit—say 30 days. 
I believe the policy would be 
influenced by local conditions 
but I also believe some general 
principles might be applied. 

Another point which sur- 
faced in every meeting was the 
real or imagined prevalence of 
“under the table money.” If you 
would listen to some, you 
would think there is not an 
honest used car manager in the 
industry. I don’t buy that. Iam 
inclined to believe the rumors 
greatly exceed the facts. But, 
should you have suspicions that 
you do have a silent partner, 
what signs might you look for or 
how might you prevent it? 

Jane Fox, a former wholesaler, 
warned the audience of ““camp- 
ers,’ a term she employed to de- 
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but one or two wholesales poss. 
might take time to loo inn 


ki 
matter. This is definitely 
early warning signal that wea 
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may make a personal comment 
here. . . my father had a small 
business and we had an 
employee who worked with us 
and who also made our de- 
liveries. In the late 1940s, my 
father paid this man $35.00 a 
week. I protested that the man 
was underpaid. My father rea- 
soned, “Oh, he is worth fifty 
and he gets fifty. . . he steals 
the other fifteen.’’ I replied that 
he would not steal if we paid 
him what he was worth, but my 
| father insisted, ‘He would still 
steal the fifteen, maybe even 
more. It is that kind of job. It is 
easy to steal from us and you 
can only balance human nature; 
you can’t change it.” Well, Iam 
sot convinced of that. I do not 
believe anyone wants to be on 
the take. It must be degrading to 
the individual. So, Mr. Dealer, if 
you worry about your used car 
manager, ask yourself if you are 
treating him as a full member of 
your management team and if 
you are paying him what he is 
| warts 
ie. what would I do in this 
area if I were a dealer? That 
would depend upon the size of 
my deal and how much time I 
had available. I am inclined to 
think I would want to be briefed 
om all cars wholesaled, espe- 
dally those which were taken 
im trade with the idea of retail- 
| ingthem. I would want to know 
who was buying, the frequency 
of purchases, why we 
wholesaled the car and how the 
price we received measured up 
wainst the prevailing price in 
the area. My manager would 
| know I had a strong interest in 
his department. Employees 
need to know their efforts are 
understood and valued. 
Apeek at the future. . . this 
tay or may not make sense. Vic 
Snyder, who admittedly sells 
| older cars in a low-income area, 
observed that for the first time 
in his sixteen-year career, the 
bigger cars are slowing down. 
He has always enjoyed success 
with the “family” type cars. 
The people in his area are in- 
dined toward large families. 
But he feels the cost of gas is be- 
coming a limiting factor. I 
| agree. 
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deals as they can take them. We 
find out that in most cases—I’m 
not saying all cases, but in most 
cases—this hasn’t presented a 
problem with us. We have a great 
working relationship between our 
branches and our dealers. We’ve 
heard other companies do have 
this problem and many times I 
know our executive vice-president 
of marketing has said, “Look, if 
you think you can take this thing, 
we'll let you have it.” 

Close: To change the subject a 
little bit, what do you foresee in 
the area of warranty administra- 
tion procedure changes? 

Pelletier: Well, we have a war- 
ranty policy that to me is as good if 
not better than any in the indus- 
try. Administration is handled 
here in a central point and it’s 
handled for our whole worldwide 
corporation. It gives us an idea 
what the warranty costs are for 
trucks wherever they go in the 
world. So, if we have a problem in 
one part of the country, we try to 
relate it to see if that thing is going 
to show up in another part of the 
country. 

We're paying close to retail labor 
rates right now to the field. We 
have just instituted a policy that 
removes delays that used to occur. 
The distributor actually doing the 
work, even if it’s for another dis- 
tributor, can file his own warranty 
claim immediately, and get his 
money back faster. 

I really think our warranty pol- 
icy, the way we have it set up and 
the way we administer it, leaves 
very little room for change. 

Parker: The government pro- 
hibits the updating of the man- 
ufacturer’s statement of origin and 
another manufacturer offers a five 
percent rebate program. Since 
Mack doesn’t have a rebate pro- 
gram and a number of Mack truck 
dealers find themselves with old 
model trucks in stock at times, 
particularly at changeover time, is 
Mack considering a rebate pro- 
gram? 

Pelletier: No, the company has 
no intentions of offering a rebate 
program. But what we have done, 
we have inaugurated a price in- 


crease policy that coincides with 
the changing of the model year. So 
therefore, the distributor who has 
old models automatically has the 
better price, and all the older mod- 
els that are in the company inven- 
tory are sold to the distributor at 
that old price. So when we put a 
price increase in and there are old 
trucks in stock, whoever buys the 
truck can buy at the old price. 
We're not contemplating any re- 
bates. 

We used to have price increases 
and we probably always will have 
small increases during the year 
depending on inflation. But we're 
making our major price increase at 
the time of the model year change 
now and that’s better than having 
it at just any time of the year, let- 
ting dealers get caught with trucks 
in their inventories, bearing prices 
the customer won’t pay. 

We used to, on any trucks that 
were in inventory, price at the new 
Price. But we feel that letting 
dealers and branches buy at the old 
price is better than any rebate pro- 
gram. 

Close: Government continues 
to play a greater role in the plan- 
ning, building and even the selling 
of trucks. We have EPA planning 
new emissions for heavy-duty 
trucks down the road and we have 
NHTSA planning safety regu- 
lations. A lot of government 
things are on the horizon. What do 
you think needs to be done on the 
part of both the factory and the dis- 
tributors to meet this challenge? 

Pelletier: Well, the first thing, 
we've got to learn to work closer 
together. I think there has been 
over the years a bit of a rift there. 
We have to get our local politi- 
cians to understand a little bit 
more about our industry. 

Just take this question on regu- 
lation of the trucking industry. I 
am sure a lot of the local con- 
gressmen are not fully aware of the 
implications of complete deregu- 
lation versus regulation. So by 
working closer together, we 
should be able to come to some 
mutual understandings on things 
like emissions. 

We have to get into the govern- 
ment (process) at an early stage 
when they’re coming out with 
new regulations on emission con- 
trols, and not wait till the very last 
when we're hit with it. Then we're 
trying to fight, you know, an effec- 


tive date. 


This is what happened w hes 
121 brake law. All of a ee 7 
was on top of us, and we g) 
have known about it, if ' 
been working closer with our 
ulators. But we weren’t, and as 
turned out, that was poor 
tion. 

Maybe if we had gotten inten 
act a little sooner, we could h 
helped them write up the 
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tion controls. We’re Note 
fighting that, and we . 
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times the controls are far £ 
costly for the benefits to be: 
from them. And so to answer 
question, we've got to get in. 
early stage and work with oy 
ulators, our government of 
and work as a team rather ¢h 
adversaries. : 
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volume producers. If you can 
read these costs over hundreds 
«thousands of vehicles instead of 
thousands of vehicles, then you’re 
the driver’s seat. But the low- 
volume producers such as our- 
ives get hurt badly by such 
“ings. We're definitely put at a 
Gsadvantage. ‘ : 
Close: This is a major election 
ar What questions do you think 
the distributors should ee ad- 
tr by the politicians? 
ml Well, we think the 
eiticians should look to improve 
®vernment regulations in the 
‘acking industry, attend to things 
uch as uniform weight laws, 
ength laws, and gross ae 
« ‘ou know, in every state 
alee you find different 
ews I think we’ve got to see that 
% get more uniform laws across 
Baas Do you think Congress 
ould be pressed to limit the 
tower of the bureaucracy to a de- 
eel { 
Pelletier: Yes, I think so. I think 
Congress sometimes passes laws 


that once in the hands of the regu- 
lators, are sometimes looked at in 
a completely different light. There 
has been evidence of this. 

The Clean Air Act as passed by 
Congress had certain stipulations 
as to what the government 
wanted. But when the EPA regu- 
lators got hold of it, they changed 
it around, and tightened it up to 
make it almost impossible. It did 
not end up looking like the Clean 
Air Act. They put in tougher 
legislation than what the Con- 
gress had passed. 

Congress, I agree, has got to take 
a tougher stand with these bu- 
reaucrats, these regulators, and 
have more to say about what 
they’re doing. 

Parker: One of the finest things 
that happened in the past year was 
the development of the truck 
marketing course at Northwood 
Institute. I was particularly happy 
Mack was among the leaders in 
making a sizeable contribution 
toward this program, and I know 
you personally are active in VICA, 
which has to do with vocational 


AUT 


education. What do you and Mack 
think is needed by our industry in 
the areas of education and train- 
ing? 

Pelletier: Well, I think North- 
wood Institute is going to do a 
great job in training managers to 
run branches and to run dis- 
tributorships. There isn’t any 
other course, I don’t think, in the 
country that covers it the way 
Northwood does from my knowl- 
edge of it. From the skills trade 
point of view, we're finding out 
this industry right now is short 
over 12,000 diesel mechanics, for 
example. We have kids who don’t 
have the academic or financial 
ability to go to college and want to 
work with their hands. 

What do we do with those kids? 
Just forget about them? 

I’m saying we’ve got to get after 
the government to pour more 
money into these vocational 
schools, see that they’re set up 
with the proper instructors and 
that the students and the instruc- 
tors have up-to-date equipment to 
work with. If you have gone to 
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some of these schools and seen the 
obsolete equipment we’re trying 
to teach these kids on, it’s just 
ridiculous. We at Mack have been 
putting a big push on that. 
Through our dealers and through 
our own company, we are provid- 
ing up to $150,000 each year on 
up-to-date engines, transmissions, 
carriers and sometimes even 
trucks that students can train on. 

VICA—The Vocational Indus- 
trial Clubs of America—sponsors 
Olympic contests in each state. 
Young people come from all over 
the state, and they compete as die- 
sel mechanics and automobile 
mechanics and in electrical work 
and air conditioning and you name 
it. 

We supported Northwood, be- 
cause we thought that was a great 
thing for getting good business- 
type managers in our dealers and 
in our branches. And we will al- 
ways support something like that. 
But I don’t ever want to get away 
from skills training. Because, here 
we are producing high technology 
products and putting them out 
there in the field, and we can’t find 
the caliber of guy or gal we want to 
service them. 

Close: What is leasing’s future 
in the United States and what will 
Mack’s involvement be in it? 

Pelletier: Well, my personal 
view is leasing is going to grow. I 
think most of our dealers are 
looking at it very strongly and 
many of our dealers are very suc- 
cessful in it. We ran a course two 
years ago and we’re going to run 
another one on how to get into the 
leasing business. We pay for it, we 
sponsor it and we set up the train- 
ing sessions all around the coun- 
try. I think we run six or seven of 
them in different parts of the 

country. We’ll be doing that this 
year. 

Also, at the advice of our dis- 
tributor council, we are looking to 
have a leasing man to work in an 
advisory capacity with the dealers. 
We won’t have our own leasing 
company, but we will have some- 
body to help dealers get set up if 
they want. We have strong convic- 
tions that leasing is here to stay. I 
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think all things aren’t for all peo- 
ple, of course, but I think dealers 
should look at leasing very seri- 
ously. 

Parker: ATD has always sought 
better communications and rela- 
tions between the dealer and the 
factory. What can be done by the 
distributors and the factory to help 
this program? 

Pelletier: Well, I can’t think of a 
better forum than what we’ve re- 
ally been talking about today and 
that’s the distributor advisory 
council. 

It’s been our impression that all 
problems which the distributors 
and our company have which af- 
fects the well being of both, really 
have been resolved on a timely 
basis at these distributor advisory 
council meetings. 

You know, we are going to be in- 
troducing a new product the latter 
part of next year, and we’re really 
high on it. But we thought, ‘who 
are the guys who are going to have 
to handle this thing and merchan- 
dise this product,” and we decided 
to bring the distributor advisory 
council in and get their com- 
ments. 

This product won’t be intro- 
duced until about 1981 in the fall 
or so, and soit gives us lots of time 
to make any changes. It’s a pro- 
totype model of a new Cabover, 
and I can tell you our engineers 
will do something about the 
comments the dealers give. 

This is what I mean when I say 
close communication. I don’t 
know whether the other com- 
panies have it, but we have it at 
Mack. 

Parker: I’m sure every dealer in 
this country can call your number, 
Al, and get through to you. 

Pelletier: That’s right. 

Parker: Further, in the past four 
years, you have visited just about 
every Mack truck dealer in the en- 
tire country, have you not? 

Pelletier: Yes, it was the greatest 
thing that happened to me because 
I got to see the money these guys 
were pumping into their facilities 
for Mack and I said to myself, boy, 
if they’ve got this kind of confi- 
dence in our company, then we’re 
going to do things to make it all 
worthwhile for them. 

Parker: Al, in closing our visit 
with you, would you sum up the 
three or four major points you 
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think Mack distributo 
truck dealer should be concent # 
about in the next several years? 
Pelletier: Well, the dealer's we 
lationship with his manufactyr= 
or supplier, to me, is most impor 
tant. You've got to keep that clos: 
relationship and we talked about 
that throughout this interview 
Also, the quality of the product 
he’s getting from the manyfe- 
turer. I think we have to Stay very 
close there. If the distributor or 
ganization feels there’s a proble= 
there, they've got to get right with 
us, so we can do somethj about 
it. We have ways and m 


communicating that. Some 
it falls down. We have a Postcaré 
system we hope every dis. 
tributor’s service manager oy shop 
foreman utilizes when he con 
something, so that we can & 
something about it. And 
apps the ie 
If we keep that co: ican 
going, I think we a Pres <2 
quality of the product rights 
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proving their facilities are Pe ve 
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We want to see tha: 
Never let it drop, because 
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his competitor is right Roe * 
him. So our job is to ae 
dealers keep this up, ang 3 = 
through our regional Rae. 
our district managers, our 
representatives and our parts am 
service le 

I think if we cone 
those four areas we've jee . 
tioned, the Mack distriburoe: 
relationship is goin 
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Should you give 


your business insurance 


toafriend? .. 


Only as long as the friend continues to merit your 
; : business. We say that because, for more than 75 
years, we've enjoyed a professional relationship with your industry | 
and your association. You see us at your meetings. We eat together, 
talk together. Sometimes, far into the night. Sure, we enjoy the 
fellowship. But we're there for a more important reason. It gives 
us a much better, first-hand knowledge of how good a job we're 
doing, and how we can improve our service. That's something we 
can't get from a survey. 

The opportunity to work closely with your association led to 
the development of our exclusive PMS (Protection Management 
Service) that includes prevention as well as protection. Our ongoing 
discussions also helped us formulate strategies for helping you 
combat the rising costs of business insurance. We've recently 
completed a new booklet 
on the subject. Ask for 
your free copy. 

Free 


Cost-cutting 
Strategies 


P.O. Box 435 
Minneapolis, Mn. 55440 


“Taking the worry out | CS ss 
of being in business” 


ESTs Rating: A+ Excellent 


ne look at his background 
0 and it becomes crystal clear 

why he is the man for the 
job. 

New NADA President George 
Irvin has been a member of the As- 
sociation’s Board of Directors 
since 1970. During that time, he’s 
been chairman of the Service and 
Parts and Finance committees, 
and he’s been part of the Gov- 
ernmental Relations, Convention, 
Business Management, Building, 
Mobility and Energy, and 
Dealership Operations commit- 
tees. Most if not all of those sub- 
jects are crucially important to 
dealers today. 


Irvin knows his administration 
faces a number of problems in 
1980, and he says many of those 
headaches owe their cause to the 
specter of overregulation. 


Yet Irvin does not lash out in- 
discriminately at either the gov- 
ernment or its laws. He feels many 
regulations, most laws and a 
strong government strengthen 
business, and he says the industry 
must not wantonly attack in their 
direction. He says we must look 
carefully at the rules and laws that 
affect us and deftly eliminate 
what is inadequate, unfair and in- 
appropriate. 
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The studied approach does not 
mean Irvin doesn’t attach a certain 
sense of urgency to the situation. 
He says something has to be done 
now about the gulf he feels exists 
between the regulators and the in- 
dustry. 

He wants to expand and other- 
wise improve communication be- 
tween the two entities, eliminate 
the distrust each has for the other, 
and educate. The bureaucracy, he 
says, “. . . in my opinion, has no 
real understanding of what the 
business community needs or how 
it operates. Largely because of 
that, I think, government has be- 
come an adversary.” 

In an attempt to change all that, 
Irvin wants NADA as involved in 
the regulatory process as it is in 
the legislative process. As an 
example, he says, he would like to 
see the Governmental Relations 
committee and its subcommittees 
follow a piece of legislation from 
the point of its initial considera- 
tion in Congress to the point 
where its implementation and the 
specifics involved are realities. 

Whatever the arena, Irvin says 
he will fight hard for industry and 
dealer rights. ‘‘When we have reg- 
ulation or legislation we think is 
unrealistic and unlivable,’’ he 
says, ‘‘we won’t hesitate to work 
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He’s confident about the future 
in part because some of the old 
problems have seen themselves 
melt away. “In the past,” he says, 
“there have been some jurisdic- 
tional rights expressed between 
the industry relations committees 
NADA appoints and the dealer 
councils elected by the dealers in 
their own areas. However, we’ve 
tried to bring the dealer councils 
into NADA and into the NADA 
industry relations program, and I 
think the interrelationship now is 
very good.’’ 

Irvin says the point is, every- 
body’s effort is needed, and every- 
body can have a role in fostering 
the industry’s image and interests. 
Within NADA, Irvin wants to de- 
centralize the decision-making 
and take advantage of the talent 
that is available to him. He ex- 
pects to broaden the respon- 
sibilities of the members of the 
Executive Committee (which in- 
cludes the four officers of the as- 
sociation, the immediate past 
president, the executive vice 
president, and the four regional 
vice presidents), and he wants to 
build a better conduit to the ideas 
and opinions of the directors. 

The Board of Directors meets far 
less frequently than the Executive 
Committee, and since the latter 
makes many of the Association’s 
decisions, Irvin wants to make 
sure there is no dearth of informa- 
tion between the two groups. Con- 
sequently, Irvin says, regional di- 
rectors’ meetings may become 
more commonplace under the 
leadership of the Regional VPs. 

Irvin says he also wants to 
strengthen the already strong 
spirit of cooperation that exists be- 
tween NADA and the state and 
local associations. The various 
groups have worked together to 
form, at NADA headquarters in 
McLean, a library of local laws af- 
fecting dealers, and it’s proved in- 
valuable to dealers when the 
threat of similar laws has reared its 
head in their states. 
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Through its research depart- 
ment, NADA can also provide an 
area with a state impact study, an 
analysis of what the dealer ac- 
tually means to the state in ques- 
tion. That analysis, in Colorado’s 
case, says Irvin, proved extremely 
useful in the dealers’ lobbying ef- 
fort there. 

In Irvin’s view, dealers will have 
to put considerable time and effort 
in the near future into presenting 
their case, and that, he says, in- 
volves the matter of image. 

Perhaps the biggest problem of 
dealers across the country, Irvin 
says, is the manner in which they 
are perceived by the public. Itis, he 
insists, a problem dealers have al- 
lowed to go on for some time, and 
he says emphatically it is a prob- 
lem that will not go away soon. 

But Irvin feels answers do exist, 
and he thinks one of the best 
might be AUTOCAP, the Au- 
tomotive Consumer Action Pro- 
gram. The program, as it’s fully 
embraced by 22 state and local as- 
sociations, provides dealers and 
consumers a way to intelligently 
mediate disputes they cannot 
solve themselves. Each 
AUTOCAP utilizes a panel con- 
sisting of an equal number of 
dealers and consumers, and the 
panel meets at least four times a 
year. Dealers are bound by deci- 
sions of the board, and if they do 
not abide by them, are subject to 
expulsion from the AUTOCAP 
group. 

The program is working, Irvin 
says, because it is fair, and he says 
the press is picking up on that 
point, putting the message across 
that dealers are standing up to the 
problem and handling it. 

An awareness that something 
needs to be done to ensure the cus- 
tomer’s satisfaction has, in fact, 
been sweeping the industry of late, 
Irvin says, and he points out that 
GM, Ford, Volkswagen and 
Chrysler all have consumer- 
dispute programs of various sizes 
and descriptions. 

One of the newest— 
Autoline—a program sponsored 
by eleven manufacturers and run 
by the Better Business Bureau, has 
begun to spring up in a few cities 
including Irvin’s Denver to handle 
defect and warranty disputes. 

Will the programs all last? 
That’s hard to say. Will they all 
stay in their present form? That’s 
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only a little less difficult to deter- 
mine, though many observers feel 
things will settle down and blend 
together somewhat in the next 
couple of years. 

In Irvin’s opinion, the main 
point is, despite all the confusion 
the proliferation of programs 
might be causing some people, the 
programs remain a positive de- 
velopment because they increase 
the stature of the individual 
dealer. 

He feels each dealer should 
work for all the favorable press he 
can get, by joining and promoting 
AUTOCAP and by doing positive 
things for the community in 
which he does business. “It has to 
start there on the local level,” he 
says, ‘‘and if it does, the tide of 
public opinion will slowly start to 
turn. But, it’s not going to happen 
overnight. Dealers are going to 
have to be patient.” 

Not a lot of calm can be ex- 
pected to surround the import 
quota question as it crops up dur- 
ing the year, and Irvin thinks it 
most assuredly stands to be a sig- 
nificant and far-reaching issue. 

“The Association has always 
and will always,” he says, “repre- 
sent all dealers,” and he stresses 
that he and the Board and the Ex- 
ecutive Committee have gone on 
record to take a stand against re- 
strictions. 

But he says it is his personal be- 
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- How we can help 
ease you into a computer. 
Or stop short, as the case may be 


| Frankly, we wouldn’t want to 
trade places with you right now. 
There are just too many things 
with the market. 
But what can you do? 
*~. Same two things you've always 
done when the crunch has come: 
Work harder. And work smarter. 
We don’t have to tell you about 
ing harder. You wouldn’t have 
survived this far if you didn’t. 
Ah. but working smarter: there, 
we can help. , 
Because if you're at all typical, 
your main emphasis is on sales 
and customer service. And if your 
eney is at all typical, its structure 
reflects your interests. 
Sales, first. 


Parts, third 


<_<  - 
And, of course, the business 
) 


With you in the middle. 
Here, we'll show you what 


Business 
Office 

| DIAGRAM 1 
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The traditional dealership structure. 
"sot you where you are. And we can 
. felp you run it. 
jagram 1 shows the typical 
‘elership. With you right in the 
“ater. Which, most times, is as 
t id be. 
Trouble is, that also puts you 
‘wht in the middle. That’s a painful 
to be because every little 
toblem seems to pass that way. 
One answer—the usual answer 
~isto give the individual 
nt some computing help: 
*ecounting control, sales 
®erchandising, inventory control, 
: ‘ese management, and the like. 


We can help you with all of 
that, starting from basic inventory 
control, growing with you as your 
needs grow. You're free of the 
nitty-gritty, left with more time 
to manage. And sell. 

As we said, that’s the usual good 
answer. And more than sufficient 
for the small dealer. 
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DIAGRAM 2 


The integrated dealership. It will 
get you where you're going. And we 
can help you get there. 


But look at Diagram 2. Some 
dealerships already work this way. 
And for many, perhaps you, it’s 
definitely due for serious, 
immediate consideration. 

It’s an integrated computer 
system: SAM, by name. SAM is 
the logical outgrowth of all the 
help we've been providing dealers 
in the past. And our way of insuring 
that you can continue to grow in 
the future. 

With SAM, you move up, above 
the day-in, day-out detail. You're 
able to maintain a big-picture view 
of your dealership, regardless of 
changing market conditions. 

The paper flood crossing your 
desk will be reduced to a trickle. 
(You'll see only those reports you 
want to see—and you'll be able to 
see those on your own terminal.) 

The paperwork throughout the 
place will be cut down, too. Your 
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See ADP at the 
American Truck 
Dealer Expo 
Booth 

112 


people will just be entering data on 
terminals, not filling out assorted 
forms—and then carrying the forms 
from department to department. 

SAM establishes a single strong 
link among all departments. So 
that the real impact of every sale, 
every service transaction, is felt 
throughout the system. 

You'll have a complete, useful 
history of every unit you handle 
from the time it’s ordered to the 
day it’s traded in. And re-sold. 

With SAM, you're always in 
control. But never in the middle. 


ADP Dealer Services: Your most 
logical partner. 


If you’re a medium to large 
dealer, you should be thinking 
of SAM. (Or maybe not: it depends 
on your operation.) If you’re 
somewhat smaller, you probably 
need less. 

Either way, you should be 
thinking ADP. 

We have the answers to hel Pyou | 
at every step of your growth. 
Whatever they are, whenever you 
need them. 
Automatic Data Processing 
Dealer Services Division | 
700 N.E. Multnomah 
Portland, Oregon 97232 


Tall toll-free 800-547-8670. 
| In Oregon, call collect (503) 238-7272 
| In Canada, call collect (416) 752-6478 


I Automatic Data Processing 
I Dealer Services Division 
700 N.E. Multnomah 
I Portland, Oregon 97232 
I ® The computing company, 
J __ Sexe information on 
O SAM Computer Systems 
TG other ADP services for my 
I O Sales Dept. O Service Dept. 
O Parts Dept. O Business Office 
I Name 
I Tie eee 
J Company 
Address = 
City State Zip 
Telephone ==: aaa. 


© 1980 Automatic Data Processing, Inc 
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“We're ordering 10 times more - 
fleet inventory with Cruise Control 
than just two years ago” 


James L. Long, Long Chevrolet, Elmhurst, Illinois 


Why? “Fleet customers are beginning to realize 
that Cruise Control adds to the book value of the 


vehicle. We're getting more fleet requests for 
Cruise Control—so we're ordering more fleet 
stock inventory with it” explains James Long. 
Fleet buyers are ordering their “inventory” with 
K30 because it’s good business and that’s 

even more reason for GM dealers to do so, too. 
Today’s car buyers are value con- 
sclous—and Cruise Control is 

Proven added value today. 


AC Spark Prog 


Cruise Control is the specifically enginee 
factory-installed option that’s right for the tiny. 
Combine its extra resale value with its day-¢,_“S 
day convenience in driving, and you can Se 
more and more dealers are ordering K30 o 
demos and inventory —and why Cruise Co 
sales are 10 times greater nationally than j 
eight years ago. Profit-minded dealers are 

specifying Cruise Control for thejy 
demonstrators, and for inventory. 

[“] Good reason to specify K30.  ~ 
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ark Plug Division, General Motors Corporation 
rt) North Dort Highway, Flint, Michigan 48556 
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TRX-80: 
Shooting 
For The 


T welve days into April, 
amidst an atmosphere of 
moon rocks and space craft 
and other reminders of the near- 
ness of the Houston space center, 
the nation’s truck dealers will get 
together to take a down-to-earth 
approach to their problems and see 
where hard work will take them. 
They’re reaching for the outer 
limits. 

There will be a lot of things to 
talk about, and a lot of interesting 
people and forums to stimulate 
that discussion. Nine workshops, 
a packed-house exhibit hall, make 
meetings, interesting ladies pro- 
grams, nationally known speak- 
ers—in total are just a part of what 
will be going on at TRX-80. 

Friday the 11th gets the ATD 
show warmed up a bit with the In- 
ternational Harvester Credit Corp. 
reception, the Texas Truck 
Dealers reception, and the Illinois 
Truck Dealers Reception. 

Saturday the 12th, however, 
marks the Exposition opening, and 
it is also the occasion of the 
Opening Session, which will in- 
clude the ATD/Business Week 
Truck Dealer of the Year cere- 
mony. 

The Invocation at the session 
will be delivered by Harrisonburg, 
Va. Kenworth dealer Dwight 
Hartman, and he will be followed 
to the podium by NADA President 
George Irvin, outgoing ATD 
Chairman Paul Cole, and the 
keynote speaker, Ford Truck chief 
Gordon MacKenzie. 

That will be followed by the 
ATD Get-Acquainted Reception 
sponsored by Detroit Diesel Alli- 
son, and that, quickly, by Sunday 
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morning. 

When the sun rises, what is 
likely to be a stirring non- 
denominational service will be 
handled by NADA Past President 
Bill Doenges and by motivational 
speaker Dr. Heartsill Wilson. 

Dr. Wilson, a lecturer, poet and 


author, has been rated by the An- 
nual Survey of Communication 


faa AAnye 
Sean aauany 
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or 
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cr 
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Houston’s Shamrock Hilton, site of 
TRX-80 

Personalities as the best speaker in 
America in the fields of manage- 
ment technology and human 
motivation for the past six years. 
Recently, he was awarded the in- 
ternational ‘‘Golden Laurel’’ 
award for his work throughout the 
Western Hemisphere, Europe and 
South America. 

He’s appeared in 28 documen- 
taries for leading corporations in 
this country, and over the last two 
decades, he’s appeared in more 
closed-circuit television shows 
than any other lecturer in the 


world. 
The creation that has brought 


Dr. Wilson perhaps his greatest 
amount of notoriety is dimen- 
sional cybernation, a sales and 
management mind-guidance ap 
proach be terms ‘a living philose 
phy that affects in a positive 

the productive capacities of 4) 
members of the managemen: 
grid. . . onthe job and at home © 

His short-course workshop of 
three hours—The Profession») 
Matter—and his full-day sessions 
titled Solving the People Puzzke ¢ 
are both award-winning Presen- 
tations. 

A few hours into Sun: after 
noon, Wisconsin Coven Lee 
Dreyfus will speak at the 
gates Luncheon on the relation: 
ship and importance of the truck 
and transportation industry to the 
nation’s state and local econ 
omies. “ 

On ensuing days, spea R 
include one of this vera 
dential candidates, John 
Texas Railroad Commissj 
Mack Wallace (on energy and 
transportation); and truck a 
dustry consultant Bert Greg 

The workshops, though, area 
key reason why many dealers 
come to the conventions Year after 
year. Employee Relations, 
Speaking, talks about some She 
most common wage 
problems in truck dealergil hear] 
how they can be corrected o 
avoided. It will help dealers de 
termine what documents shoul 
or should not be in their Personal 
files, and it will let them know 
whether the tests and questions 
they put to potential en) 
are in compliance with the 
Rights Act of 1964, the Age 


Houston is a city of multiple attractions, 
and the space center, boasting samples of 
space history and space future, is among 
the most impressive. 


crimination in Employment Act, 
the Equal Pay Act, Executive 
Order 11246 (affirmative action), 
the Vietnam Era Veterans Read- 
justment Assistance Act, and the 
Vocational Rehabilitation Act. 

Internal System Safeguards will 
offer some specific internal con- 
trol suggestions for the new and 
used truck departments, the parts 
and service departments, and the 
body shop. How should clerical 
functions be separated? What 
types of computerized monitoring 
reports will help you keep on top 
of your operation daily, monthly 
and quarterly? And what common 
danger signs alert you to possible 
security problems? 

Physical Security tells manag- 
ers how to control parts, vehicle 
keys and special tools, informs 
about the extent of the dealers’ 
liability for vehicles being ser- 
viced in their dealerships, and rec- 
ommends certain types of facility 
alarm systems and after-hours- 
lock-up policies. What should you 
do if you suspect an employee of 
theft? What warning signs and 
monitoring techniques can help 
prevent loss? Physical Security 
should give you the answer. 

If you’re beginning to worry 
more and more about the “as is’ 
sale, and about your liability in 
that situation, attend the work- 
shop titled Warranty and Federal 
Recall. It will discuss the legal 
ramifications of extended warran- 
ties, talk about how manufacturer 
recall programs affect the truck 
dealer, and tell you the degree to 
which you can minimize the 
threat of product and warranty lia- 
bility actions. —_ 
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the U.S. 


Houston is many things to many people: an oil town, a a glimpse at the old West, and one of newest and most impres 


ssive big Cities ip 


Not every workshop has to be 
serious, but Food & Fitness willbe 
if your body has been trying to tell 
you something lately. A represen- 
tative of the American Fitness 
Council will offer diet and exer- 
cise guidelines to combat such 
major health problems as heart 
disease, hypertension, low back 
pain, and obesity. Men and 
women are urged to participate in 
individual testing and evaluation. 

The Insurance Shopping work- 
shop will talk about types of in- 
surance coverage, how to effec- 
tively seek it out, and degrees of 
protection needed. 

Setting Profit Goals will help 
dealers determine realistic pro- 
ductivity and profit guidelines for 
each department in the dealership 
against which to measure per- 
formance. 

The Service Manager will delve 
into the sometimes elusive job de- 
scription, and it will talk about the 
kinds of skills and personality 
traits a service manager candidate 
needs. Also, if you need to know 
how you can develop good manag- 
ers within your own dealership, 
give this seminar your ear. 

The ninth workshop scheduled 
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is on Sales Motivation. A man- 
agement consultant will stress the 
importance of daily one-on-one 
communication between the sales 
manager and each salesman, and 
he’ll talk about effective sales 
meeting techniques and the 
“hows and whys’ of productivity 
tracking in the truck dealership. 

When you begin to grow tired of 
all this seriousness—if you do— 
you can take part in one or more of 
the many dinners and receptions 
that will be put on by such units as 
Chevrolet, Ford Motor Credit, 
Ford Division, General Electric 
Credit Corp., GMC, Associates 
Commercial Corp., Mack, and 
others. 

Or, look into the many histori- 
cal and fun reasons Texans like to 
brag about their state. 

The ladies attending the con- 
vention are going to do just that, 
because ATD has lined up for 
them a very heavy schedule. On 
Saturday and Tuesday, they’ll be 
able to take advantage of shopping 
shuttles to Galleria, and on Mon- 
day, they can, if they want, take 
part in the Ladies Tour and 
Luncheon at the Houston space 
center from 9 a.m. 'til 4. 


A Monday alternative 
tour will be the Ladies 
Fone and Tuesday 
the Ladies Seminar Serj 
Series will offer a choice of = 
Aware,” an instruction in Self pro- 
tection by Jean ae of x 
Houston Police Dept., = 
crowave cooking ceminia as 
session by Nieman-Mareyg : a 
sulting model Betty Hardy Shell 
bring elements of her o own Be a 
robe that are 5 to 10 years old . 
demonstrate how they can Sad ag 
dated with accessories. - 

Yet another show wil] 
sented on Sunday at the 
Luncheon—it’s a one- -act p 
promises to dramatize the 
stages of a woman's life q 
about the adjustments that 
be made after the chilg 
gone. hk 

Men and the women, j 
should find the four TRX dn Shon 
demanding of their time pe 
likely—very absorbing. Sg check 
the ATD schedule for details, Qo 
advantage of the U.S. Ney. to 
World Report Message Cent bes 
Ladies Hospitality Center and ew 


erything else, and make jz 
off. i 


to the 
Te ennis 
Y boasts 


© pre- 
Ladies 
Dlay that 
Various 
nd talk 
have to 
ren are 


‘64] made over 
$40,000 profit 


selling Stop-A-Flat’’ 


Robert W. Swartz, Sr., President 
Swartz Cadillac Co., Baltimore, MD 

Another highly profitable member of our 
family of over 4,000 new car dealers making huge 
profits with Stop-A-Flat. 


Stop-A-Flat came to his thriving dealership 

offering a proven puncture sealant, a dealer support 
program consisting of radio & TV commercials, 
consumer ads, powerful merchandising displays, the 
full endorsement of racing great Bobby Unser and 
an unlimited potential for profit. The result 

speaks for itself: over $40,000 gross profit 

from selling Stop-A-Flat. 


“Since our association with Stop-A-Flat, which 
began over one year ago, our sales department, 
service department and retail customers have noth- 
ing but the highest regard for this amazing product. 


| would heartily recommend Stop-A-Flat to any 
dealer who wants to sell a product of the highest 
quality to his customers and receive a terrific 
profit in return. 


The profitability of Stop-A-Flat is invaluable!” 


The flat resistant tire” 


CALL THE DIRECT LINETOA 
BETTER BOTTOM LINE: 800-523-2436. 


Automotive Executive is 
pleased to announce the appoint- 
ment of Susan V. Brennan as Na- 
tional Advertising Manager. 


Ms. Brennan has been as- 
sociated with NADA for 6 years 
and brings with her a wide array of 
experience. 


DO YOU KNOW 
WHERE THE 
NEAREST 
AUCTIONS ARE 
O YOUR BUSINESS? 


NATIONAL 
AUTO AUCTION 
DIRECTORY 


Get the only 
complete listing 
of Auto Auctions 

covering the 
U.S. and Canada 


INCLUDES: 


e Name of Owner/Manager 
© Auctions by State/City 

© Day/Time of Auction 

e Phone Number 

e Address 


Published annually by 


NADA Used Car Guide Co. 
8400 Westpark Drive 
McLean, Virginia 22102 


$2.00 ve: cony 


Please enclose payment 


NATIONAL AUTO AUCTION 
DIRECTORY 


COMPANY 
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QUANTITY 


by Lee Iacocca 


here were times in the past 
T few months when it ap- 

peared Bill Doenges might 
have to introduce me as the former 
Chairman of the late Chrysler 
Corporation, or—even worse—the 
late Chairman of the former 
Chrysler Corporation. Believe me, 
this is better. 

So many of my friends were 
philosophically opposed to giving 
us help, I got the feeling our indus- 
try was made up of a bunch of 
philosophers instead of tough 
businessmen. 

But I want to take the opportu- 
nity to thank NADA and all its 
members for the support they gave 
Chrysler Corporation in its hour of 
greatest need. We are grateful for 
your solid unwavering support, 
especially since support from 
some other parts of our industry 
was a little hard. 

Nothing quite like the Chrysler 
Crisis of 1979 ever happened in 
America before. Never has there 
been such spirited debate (both 
enlightened and unenlightened), 
daily front-page analysis, editorial 
overkill or such a tremendous 
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outpouring of support 
American people fore indo . 
company. The country’s Problems 
have never been dramatized 
clearly, and the weaknessesg pe 
our economy have never been 
obvious for all to see. ‘a 
You might well ask ho 


were so lucky to get in th hal 


oe : at unigu 
position. Well, it wasn’t easy. a4 


Ibelieve Chrysler's proble: 
a reflection of all that waa bey 
in the country last y 


€aI—a mi 
crocosm of everythin, i 


g that 
wrong. No other industry ine 


: 
world is being knocked aro 
harder than the automobile init 4 
try by every social and e , 
change. ——— 

If you'll pardon a phras, 

3 © from 
our industry’s past: What’s bad for 
Chrysler is bad for the 
and vice versa. Chrysler, 
it is the smallest and weak : 
in the Big 3 Chain, got hit finer = 
as our industry, whose very life 
blood is oil, got hit first in 
economic recession of 1979 ‘. 
on the cutting edge of ch ae. = 
America. It’s only a Matter i 
before the other companies me 
then other industries—fee) h 
same impact. = | 

The question that is now : 
ning to surface is, wil] pa 
another Chrysler, and who is i 
likely to be? And most im . 4 
have we learned anythin 
the Chrysler experience? | — 
nitely did! oa 

I'd like to suggest that th 
try can learn from our paingoae 
perience of last year, Hist val 
doesn’t have to repeat itself The 
problems created by men and th . 
institutions can be solved by A 
if they are willing to face aa 3 
squarely. = 

Time, without a doub 
ning out. But I believe there j. 
time for the country to deavaane 
the problems that almost brou i 
the 10th largest company jp - 
country to its knees, that al = 
cost America 600,000 jobs; “eats 
that jeopardized tens of thous a 
of small businesses inchadn = 
4,500 auto dealerships—propj : 
that could well erode the Stre: — 
of our whole econom With; 
few years. Y within a 

You read about these pro’ 
every day. You talk about blems 
You feel confused about sommegt 
them, and helpless about Tiles > 
them. be 


country, 
because 


t, is run. 


i mt 5 ea tt 


a T 


Let’s look at the major ones and 
try to decide what we can do about 
them. In my order of priority, they 
are: (1) an energy policy, or our 
lack of one; (2) double-digit infla- 
tion as a way of life; (3) excessive 
regulation and red tape; (4) the 
demise of invention and the de- 
dine of productivity; (5) the run- 
away and unfair impact of im- 
ports; (6) tax policies that do not 
respond to problems or needs; (7) 
jobs and the required training that 
must go with ae A ‘eae 
and (8), the general malaise that 
ee rons (1) through (7)—that 
is, the attitudes we begin to de- 
velop that we are all losers. All of 
these problems are intertwined 
and interrelated. 

So far, what passes for a energy 
policy is a massive, confiscating 
tax on oil company profits. Those 
tex dollars actually should be di- 
rected right back into the ground 
where they came from. 

Last month, the National 
Academy of Sciences released an 
exhaustive study on energy (one 
year late and a half million dollars 
over budget, by the way). After 
spending all that time and money 
examining our energy options, the 
Academy says in no uncertain 
terms that America has enough 
energy to meet all its needs for 
centuries to come. 

We could get a great deal of oil 
from abandoned wells in this 
country—but with the price of oil 
fixed for so many years, no one 
would afford the new technology 
to get the oil from the old wells. 

We could a * lot aoe 

line, except we have made it 
A bat ‘impossible to build re- 
fineries in this country for over 10 


The auto market was in chaos 
for most of last year because of 
ja about gasoline shortages 
yok have to exist, and allo- 
cation systems that sent the 
wsoline we did have to the wrong 


. point is: if free market 
ee hip free market allocation 
sr prevailed at the time of the 
first Iranian crisis of last March, 
Chrysler and this whole industry 
would not have suffered through 
the hell of last spring and sum- 
mer's gas lines. America has the 
potential for enough oil, coal, 
shale, nuclear, and solar power to 
\ satisfy all its energy needs, and 


Ss 


avoid the kind of disruptions we 
had in our market last year. But in- 
stead of encouraging the technol- 
ogy to develop these sources, in- 
stead of letting the market decide 
the price of energy, we hem and 
haw about decontrol, and spin our 
wheels with talk about gas ra- 
tioning and windfall profit taxes! 
So, I’ve come out on the side of ab- 
solute and unequivocal decontrol! 

The country simply has been on 
a regulatory binge, and for too 
long. We’ve created more than 50 
regulatory programs since 1960. 
Since 1970, we have established 
more than 20 major agencies, in- 
cluding EPA, OSHA, and the 
Council on Wage and Price 
Stability. 


It’s costing taxpayers $5 billion 
a year to keep all the regulatory 
agencies in business. Beyond the 
administrative costs, the total cost 
to business—and that ultimately 
means the consumer—is esti- 
mated at over $100 billion a year, 
according to a Chase Manhattan 
study. 

The experience of the automo- 
bile industry shows that regu- 
lations start out as good things— 
well meaning efforts to improve 
safety, protect the environment, 
conserve energy, improve fuel 
economy, or what have you. But 
the process is almost irreversible 
once it starts. We have today 44 
safety standards, emissions stan- 
dards and procedures, and fuel 
economy standards. These regu- 
lations already in place have added 
over $600 to the price of a new car. 
They have created, car for car, fuel 
economy penalties of 10 to 20 per- 
cent. And the convergence of all 
these standards in the late ’70s al- 
most put Chrysler under and 
helped destroy competition in our 
industry. 

You all know the facts. In 1981, 


this fall, we have to improve fuel 
economy by 2 miles per gallon, go 
from 90 percent to 95 percent 
clean in tailpipe emissions, and 
get ready to start phasing in pas- 
Sive restraints. 

Because of the absolute re- 
quirements of the law, the indus- 
try has had to increase capital ex- 
penditures to over double the size 
they would normally be. What 
that meant to us was that regard- 
less of record interest rates, an 
economic recession and staggering 
losses, Chrysler must continue to 
spend $160 million each and every 
month, or we will be in violation 
of the law. A prudent businessman 
would cut back—we can’t. 

The sad part about the regu- 
latory crunch is we're getting so 
little for all this extra regulation. 
Let me give you a quick example. 
We took out the first 58 grams of 
pollution (or about half of it) for 
only $25 in new car cost. 

By contrast, to go from 1980 to 
1981 standards we will reduce 
emissions by another 5 grams per 
mile, but it will add $238 to the 
price of a new car. In other words, 
those last 5 grams will cost the 
public nearly ten times as much as 
the first 58 grams. 

I will never understand why the 
public and the Congress so readily 
accept cost-effectiveness stan- 
dards for things like weapons sys- 
tems and military equipment, yet 
often refuse to consider whether 
they are getting the most for their 
money in programs that would 
conserve energy or clean the air. 

Of the problems I’ve mentioned, 
one of the worst is inflation. The 
Consumer Price Index increased at 
the rate of 13 percent last year, 

At that rate, the country is 
bleeding to death. But 13 percent 
can also look like a bargain when 
you compare it to the prices of 
commodities. That’s what the 
auto manufacturers face. We build 
a product with more than 15,000 
separate pieces, and hundreds of 
pounds of raw materials, including 
steel and copper and glass and 
plastic. Last year, steel was up 13 
percent, plastics up 20 percent, 
lead up 47 percent, copper up 50 
percent. Thank God we don’t use 
any silver and gold in making cars! 

Remember the old yardstick 
that the cost of a car to the cus- 
tomer was about $1 a pound? No 
more—we’re headed for $3 a 

— 
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pound, thereby keeping us well 
ahead of good steak and on our way 
to caviar prices! 

To bank the inflation fires, the 
Federal Reserve has put the screws 
to the money supply. I don’t know 
what other choice they had—but I 
sure know about the havoc that 
can play with a credit intensive 
business like ours. 

I know you and we both have a 
problem—but I want to make sure 
everyone appreciates how bad it 
really is. In 1977, interest rates ran 
between 7% and 9 percent. In 
1978, they were between 9 and 13 
percent. In 1979, they went to 17 
percent. Seventeen percent, and 
the product is a lot more expen- 
sive. 

Back in 1977 when you had that 
7" to 9 percent money, the aver- 
age car cost you about $5,100. At 
17 percent, your average car cost is 
about $6,500. 

The typical Chrysler dealer 
today has to pay over $100,000 in 
interest costs every year. For a big 
city, high-volume dealer, interest 
costs are up to $300,000 or more, 
And there isn’t enough margin in 
the car business to carry costs like 
that. 

That, of course, is just the 
wholesale-side part of the prob- 
lem. Many would-be retail cus- 
tomers can’t get financing because 
of some states’ usury laws. Where 
is the profit in a car loan when 
money costs anywhere from 15% 
to 17 percent and some state 
laws—like Michigan’s—allow 
only 12.8 percent? 

Many of you dealers are caught 
in the squeeze. In the last three 
months of the 1979 model year, 
330 GM, Ford, Chrysler and AMC 
dealers paid the ultimate pen- 
alty—they went out of business. 
We've never seen anything like 
that before. 

But, that’s the tragic price in 
terms of economic loss and human 
suffering the country pays when it 
fails to face up to a problem like 
runaway inflation. 

Productivity. Part of the reason 
for the inflation is the country’s 
dismal record in productivity. For 
the 1970s, America had an overall 
growth rate of about 3 percent. 
That was the average. We got 
worse as the decade went on, so 
that in 1979 productivity actually 
declined. 

The reason is pretty obvious. In 


the 1970s, America spent less of 
her Gross National Product on re- 
search and development than it 
spent in the 1960s. We spend less 
in capital investment as a percent 
of our Gross National Product 
than every major industrial 
nation—less than Japan, Italy, 
West Germany, France, and even 
the United Kingdom, would you 
believe. 

The automobile industry has 
been an exception to the general 
tule. The last couple of years our 
capital investment has been in- 
creasing by more than 250 percent. 
But where does all the money go? 
Most of it continues to go to meet 
government regulations and 5 
years of plant changeovers. 

As one example: it continuously 


—— 


— 
doesn’t help your productivity 
when you have to file 230,000 
Pages with EPA to certify your cars 
in 1978, compared to 14,000 pages 
in 1972. That’s like an 1800 per- 
cent increase, or pure overkill! 
With regard to taxes, I could re- 
cite a litany—a litany of things 
that are wrong with the so-called 
tax system of the United States 
today. We are saddled with a 
hodge-podge of different taxes at 
different levels of government. 
There is no sense to the system at 
all. It needs a complete overhaul. 
At the top of the list, we need to 
relieve the impact of taxation on 
capital formation by individuals 
and by small and large business. 
America is losing her markets to 
foreign competition. Radios and 
TVs, textiles, steel—it’s a long list. 
Now the automobile industry is 
under pressure. Last year, import 
cars took almost 25 percent of our 
market, and in some periods it has 
been almost 30 percent. Last year, 
we had an $8.5 billion automotive 
trade imbalance—mostly with 
n. 
one: the years we've been able 
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to hold our markets, Now 
wonder if we’re out of 


to 
We're not out of touch—we're, = 


of money. The imports are having 
a field day because our i 
changed faster than anyone could 
anticipate—that’s the n 
policy coming back to bite 
Europeans and Japanese ha 
small cars—always have hele 
helped set it up that Way after 
World War Il. Their gas Price 
always been a buck and is 
closer to 3 bucks a gallon. y 
already got the Teputation in 
market, but they are also or 
ing their unemployment, : 
doesn’t sit well here when aa 
are about 200,000 Americans 

of work in our plants. = 

When we have the Produ, 
do very well—Omni and Fees = 
and the GM X-cars, for ample 
But we don’t have all the ne 
in place yet. Chrysley’ 
front-wheel drive compacts a 
our own 4-cylinder engines don't 
come on stream until Sept 
ber—several months from — 
Meanwhile, the imports Fon 
coming at us—ship loa, 
day. i isd 

We can’t sell our prog : 
Japan because of the trans - 
strictions they impose on us. — 
still they keep comin a 
crease in sales of 535 Percent ta 
years. It’s easy to understand th. 
protectionist sentiment building 
in the country. 

I’m not going to tell OU We need 
to retaliate in kind. I'm still, 
trader, I think. But it’s hese 
argue against some king of acti 
en you are locked out of the 
other guy’s market and he’ 

a field day in yours. “a having 

There are a lot of idea: 
table—tariffs, quotas, local 
tent restrictions. I don’t kno 
which one is right. iv 

I will say I am glad to 
Honda, and Mercedes ang pei Pre dy 
else come to the U.S, vol 7 ih 
to build cars here. That help ea 
the competition fair, That = 
draw from thesame labor ;. >) 
the same taxes, meet the 
regulations, and contribu 
health of the economy we % iis _ 
pete in. That makes a lot Of s 
to me. I for one incideny 1 
would love to see the park; il y; 
that new Honda plant in Gis 
filled with Omnis and Hoy 
one day, 


- Ask Your 


The unique new Cadillac Seville 
is further enhanced by E&G’s hand- 
some custom grille, “Classic Spare” 
and chrome deck straps. Installed 
separately or as a complete package, 
these E&G “Mark of Distinction 
sccessories transform the Seville into 
a strikingly elegant personal automo- 
bile in the European tradition. 

For further information please call 
or write. 


_S————<“_e ee, VO 


3rd international Electric 
Vehicle Exposition 


ference 
ii 20, 21 & 22, 1980 


St. Louis ConventionCenter 


St. Louis, Missouri 
Whether you're a cor- 
porate fleet manager, dealer, 
ernment official, other po- 
tential user or manufacturer 
can't afford to miss the 
Third International Electric 
Vehicle Exposition sponsored 
by the Electric Vehicle Council 


EVC). 
a exhibit will be battery- 
-  gowered autos, trucks, vans 


Competition 


If you think that quality cus- 
tom grilles, styling pack- 
ages, and top treatments 
are luxuries you can do 
without, ask your compe- 
tition. And if you don’t believe that 
specialty automotive accessories add to 
your profits, then ask your competition— 
they know, and so does E&G Classics. 
E&G Classics is the quality leader in 
the manufacturing and distribution of 
distinctive custom grilles, styling trim, 
top treatments and removable sunroofs 
for most makes and models. We speci- 
alize in attractive, high demand, quality 
products that increase sales and build 
profits for you. 
Ask your Competition. Then get in 
touch with your nearest E&G distributor. 


E&G CLASSICS, INC. 


Attn: John Wood, Dept. AE, 8909 McGraw Ct., Columbia. MD 21045 (301) 992-4900 


and off-road vehicles; the 


from the 
safety 
angle... 


CEE-G EE Incorporated 


P.0. Box 138, Diaz, Arkansas 72043 
Phone (501) 523-3815 


Our CEE-GEE 

Gas Buggy 

is FM approved 
and meets all 
OSHA requirements 
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latest in batteries, chargers =  Eveyeoeg mammal 
and other components, plus a lf 331 Madison Avenue 
complete run-down on the I New York, N.Y. 10017 (212) 682-4802 
Federal Government's dem- range -aabe = sea isk ie the 1980 

. International Electric Vehicle Exposition & 
onstration program. At the - Conference in St. Louis, May 20-22, 1980 
same time and in the same Information on the EV Conference 
building EVC will present Con- #  ~ g Exposition 
ference Programs featuring i Information on becoming an Exhibitor 
technical and user-oriented Seer, 
talks hosted by domestic and ke 
international experts. 

I Company or Organization 

EV EXPO 80 | 
Electric Vehicles: OMT adcress s 
Moving toward Aes, Bae =e 
balanced 5 Telephone No. { _ iz 
transportation. 
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We need to create 2 million new 
jobs a year in this country, and 
we're falling way short. But what 
else can you expect when we’ve 
got double-digit inflation, waste- 
ful regulations, a regressive tax 
policy, declining productivity, and 
aggressive foreign competitors 
who have the advantages in their 
countries of improving pro- 
ductivity, supportive tax struc- 
tures, and the cooperation of their 
governments? 

Perhaps our most serious prob- 
lem of all is the pessimism ram- 
pant in America today. Sure, we 
took a beating in the 1970s— 
Vietnam, Watergate, energy, infla- 
tion, Proposition 13. One recent 
poll shows that public confidence 
is at its lowest point since World 
War II. But, why all this national 
uncertainty? Where are our tigers 
of yesterday? What the hell hap- 
pened? 

Well, what happened is, we dis- 
covered the limits of our power, 
the limits of our natural resources, 
and the limits of our ability to 
solve all of our problems at one 
time. That realization was painful 
and we’re still in shock from it. 

And it’s natural that people now 
begin to question our ability to 
solve any of our problems at all. 
We have drifted into a very 
dangerous position. We had a fail- 
ure of leadership in America in the 
1970s. We had no goals or 
priorities. We had no policies 
everyone in the nation could agree 
to. Instead, we had equivocation 
on the basic issues of energy and 
inflation, and we got regulations 
and tax policies that stifled pro- 
ductivity. 

But let me inject a word of hope. 
They are not problems that have 
come about because of some struc- 
tural defect in our economic or 
political system. They can be cor- 
rected if we as a nation decide we 
want to correct them. 

The real question for the 1980s 
is whether America has the will 
and discipline to do that. 

I recently read a chilling as- 
sessment of what’s wrong with the 
American people today, and it was 
written by none other than Alfred 
Speer—Adolf Hitler’s production 
genius. He was talking to Adolf 
Hitler years ago, but what he said 
bears on today. Hitler told him 
Americans would never enter the 
War because they didn’t have the 


resolve or will to go to war. They 
were lazy and worried too much 
about their material well-being. 
Alfred Speer suggests that today 
Americans lack that same will and 
uses our approach to our energy 
problem as the prime example. 

Those of you who are my age 
know that when WWII started, we 
were pretty confused and disor- 
ganized. It took Pearl Harbor to 
put everything into focus for us. 

[hate to think it is going to take 
hostages in Iran, or the invasion of 
Afghanistan or a draft of our 
young people to get an energy pol- 
icy or get the country out of the 
doldrums. But who knows? 

I'd like to suggest something 
else. 

I think that if we in this industry 
poses are ermaben AA he aaa 


a. 


Jt 
were to pull ourselves up by the 
bootstraps, and show that we 
could solve some of these prob- 
lems as they impact on our busi- 
ness, then maybe—just may- 
be—we could bring the coun- 
try along with us. We're just big 
enough and strong enough to do 
that. You know we’ve got a pretty 
good track record for being win- 
ners. 

What would it involve? Two big 
things, really. And this is what I 
want to ask of all of us in the in- 
dustry today. 

First, we need to work together, 
and help each other solve the 
problems that will impact on us in 
the 1980s. There will always be 
differences between factory and 
dealer—that’s the nature of the 
franchise system. But the areas of 
difference are going to get smaller, 
and the areas of common interest 
greater. Here are some of the 
things we need to do. We need a 
new approach xo ordering and 
stocking cars and trucks. You have 
to order right. pe Chrysler, our 
stop-gap plan of a 10 percent cap 
on ‘ioe oa charges for 120 days 
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was a temporary expedient. While 
we hopefully wares for ae E 
rate to drop. It didn’t. But that’s 
not the answer—we must find 
new approaches. I don’t yet know 
what they all are, but we sure need 
your help - — them. 
You need to be paid f. 
factories can do chef They cane 
the very red te and bureaucracy 
we continually bellyache i 
Washington. ar abouria 
You need to turn your 
truck stock over faster. With 17 
percent money, no dealer can Jest 
very long if he’s got to floor 
products for weeks or months. 
Factories must help Senerate traf 
fic and sales. If you’ll Pardon the 
commercial, that’s what the New 
Chrysler Guarantees are all about. 
We put everybody in our com) 
on the hook with the $5 rind 
drive, free emergency Service a. 
scheduled maintenance 
money-back guarantee. But we 
Selb the consumer will nate 
etter product and bett: service 
from it. a 
And do we ever need 
ae pe ee pA = ~~ 
ake it from me, the publ 
sit still for the ccrvice aa = 
dustry delivered in the "79, a 
You need to sell harder + ke 
pies Tey ace to get ba = 
asics Of prospectj 
follow-up and dealel =e 
doing solid cooperative 


> and 


ing. adverti 
There’s nothing slamorous : 
any of that—just Plain ale. 


fashioned hard work to a 

traffic and more volumes , 
down some costs and es 
productivity. But in ne Ta 

we'll turn this industry arouné 
and demonstrate what h. ppens 
when American businessm, roll 
up their sleeves and really 
work. And as we do that I 
you'll begin to see the Moo, d 
country turn around too ofthe 


The second thing we 
is work to establish a nega tow 
ship with government. 

The federal governm 
come to realize that the 
“holding the industry’s 
fire,” of legislating tec cal 
lutions, of mandating th sal 
must re-invent the car, is yw. ate 
and wrong. Many senato 
representatives and Adn.. 
tion officials have tolq mie the 
Chrysler experience helped ‘opes 


Ent has 
feet to the 


= 


their eyes. Last month, the Secre- 
tary of Transportation visited De- 
troit to announce a major study of 
our industry, and to evaluate the 
impact of regulations on us. That’s 
the most encouraging sign we’ve 
had from Washington in years— 
this moving out of the era of con- 
frontation into one of cooperation. 

We in the industry have a re- 
sponsibility to nurture that spirit, 
and makeit grow. It’s time to build 
2 new relationship, and you play 
the key role in building that re- 


In the aa months in Wash- 
A. when we were working 
with the Congress to establish a 
loan guarantee bill that would 
Serve everyone’s interest, it was 
you—individual dealers—calling 
om your senators and representa- 
tives who helped carry the day. 
There’s a lesson to be learned 
there: you do have a voice in 
Washington. When you speak, the 
government listens. You need to 
keep on talking—about what 
energy, inflation, and tax policies 
mean to you. 
No, iv’ not enough to just talk 
about these problems—we have to 
» do something. We need imagina- 
tion. We need to encourage crea- 
tive thinking in both business and 
ent so we Can get creative 
solutions to the problems at hand. 
Back in November and De- 
cember when I was aang in 
‘ashington, s would ask me 
herr I were art) what I would 
de about some of the problems 
_ facing this country. I didn’t have 
any sure fix. But I had some ideas. 
Here is one. Every time you turn 
sound, OPEC is raising the price 
fits oil. Maybe we should use the 
seme tactic, but make it work for 
f Prince, why not put a 10¢ 
tax {not 50¢) on each gallon of 
gasoline and use that money to 
solve some of the problems? Such 
4 tx increase would generate $10 
billion ‘s in revenue. 
The as could do a lot with 
{0 billion. First, we could offer a 
tax credit to low-income families 
‘ offset the rise in transportation 
costs. Second, we could offer a 
$1500 tax credit (on the down 
payment) toward the purchase of a 
new domestic car. ; 
What could a program like that 
achieve? First, it would stimulate 
J the market for new domestic cars, 


probably in the neighborhood of a 
million units. It therefore would 
create jobs. It would conserve fuel 
by making people more prudent in 
their gas purchases and it would 
really save fuel because 1980 
model domestic vehicles average 
21.4 miles per gallon. We'd get 
eight or nine miles a gallon per car 
over the pre-1976 models traded in 
that average only 12.9 miles per 
gallon. Said another way, you'd 
accelerate getting the worst gas- 
guzzlers off the road! 

A program like that also would 
be a clear signal to foreign man- 
ufacturers that we can make 
things tougher for them if we don’t 
Start getting some fair trade-offs 
with them to see us through this 
transition period. 


ef 


As I said, this is just one idea, 
and it has plenty of rough edges. 
But it does help to use that policy 
to attack several of the problems I 
mentioned. 

The automotive industry has 
long been a sleeping giant in 
political affairs. And perhaps 
much of our present predicament 
can be traced to that shortfall. 

Just think of the potential influ- 
ence we represent and the power of 
our voice if we raised it properly in 
issues of interest to us. You dealers 
number almost 30,000, and you’re 
in almost every town and city in 
the country. You have major fi- 
nancial investments in your 
families and in your employees, 
you have many hundreds of 
thousands of people on your 
payrolls, and you are served by 
many more hundreds of thousands 
of suppliers. 

Including us as manufacturers 
and our suppliers, one out of every 
six people in this country do de- 
pend in one way or another on the 
automotive industry for their 
livelihood. That's in the neigh- 
borhood of 35 million people. In 


sheer numbers and significance to 
the economy, no other industry in 
the country can match us. 

We have real muscle, and we 
Owe it to all Americans and to all 
business interests in America to 
use it—and use it with wisdom 
and good conscience. 

You used it in the tough months 
in Washington when we were 
working with the Congress to es- 
tablish a bill that would serve 
everyone’s interests. You gave the 
congressmen the information 
they needed. There is a desperate 
need for more of that kind of ac- 
tivity if free enterprise as we know 
it is to survive. 

The issues are broader than just 
the weight of the restrictive con- 
trols that are hampering our in- 
dustry. We must make our elected 
representatives at every level 
aware of our position on every 
issue affecting business and jobs. 
And for the best preventive 
maintenance of our system of gov- 
ernment, we should learn where 
candidates for political office 
stand on pertinent issues and sup- 
port those whose philosophy 
squares with ours. 

My recent experience in Wash- 
ington has convinced me that our 
government welcomes our input, 
particularly on issues that affect 
business and jobs, and that in- 
cludes just about everything: in- 
flation, energy, taxes, employ- 
ment, and productivity. 

I weary of hearing people say 
“what's the use—the politicians 
will do what they want anyway.” 
That makes me recall the words of 
the social scientist who said: “You 
can even get used to slavery if 
you're a slave long enough.” 

We, in our industry, are big 
enough and visible enough to 
change the direction of the coun- 
try for good or ill. But for a long 
time now, we’ve been about as 
useful as a bull in a ditch. This is 
the time to pull ourselves out! 

Once upon a time, we revo- 
lutionized America by Propping it 
up and putting wheels under it, We 
changed it more dramatically than 
any factor or event since the Dec- 
laration of Independence was 
signed. 

For the 1980s, let’s do it again. 
Let’s resolve to be in the forefront 
of everything that’s, once more, 
right and forward-looking in this 
great land of ours. We can do it! & 
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help live 


Caastrophic disease knows no boun- 
tenes. It can strike old and young 
Ske. But itis particularly tragic when 
We that has just begun is affected. 


% Jude Children’s Research Hospital 
aso has no boundaries. As the largest 
Wenter for the study of childhood 
aeer and other catastrophic diseases 
‘ghildren, St. Jude’s results have 
‘dwide impact. Upon diagnosis 
4 doctor's referral, a child from 
, in the world may be ac- 
and treated free of charge. 
research touches many more 
those brought to Memphis 
doctors everywhere treat pa- 
using methods perfected here. 
year doctors, nurses and scien- 
visit St. Jude to exchange and 
this vital knowledge. 
% jude Children’s “saa Hospi- 
purpose is to help children every- 
“a to live. Please help St. Jude. 
tax-deductible check or for 
Mtormationn write 539 Lane 
Avenue. Memphis, Tennessee 
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Give and help live. 
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Remember 
New Orleans? 
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Thank you for your 
tremendous response 
to our first NADA exhibit! 
America’s No. 1 auto dealers 
are impressive. You care! 

So many of you visited us — 
we were happy to meet many 
of our customers. Thanks for 
taking the time to tell us 

about your success with KREX 
Graphite Super Lubricant. 

If we missed each other at 
NADA call or write and we'll 
send you information and 
literature about why everyone 
is suddenly talking about 
graphite lubricants. 

Krex Graphite Super Lubricant reduces 
friction, decreases wear, helps give 


better MPG and builds profit! 


KREX, INC. PO Box 836 Highland Park, lllinois 60035 
Tel. 312 433-4450 
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o some franchised car and 
T truck dealers, RV is a dirty 
word. 

That’s probably because they 
were dealers actively selling recre- 
ation vehicles when the roof fell in 
during oil embargo days. Or else 
they dropped out of the RV busi- 
ness more recently because of the 
current economic squeeze. 

There are others, too, who feel it 
best to avoid recreation vehicles 
even though they actually may 
never have ventured into the RV 
retailing arena. They are the 
dealers who view our nagging 
energy situation, tight money and 
the host of other problems be- 
sieging our country as clear 
warning signals to steer clear of 
involvement with motor homes, 
pickup campers, travel trailers and 
the like. 

But David J. Humphreys doesn’t 
see things that way at all. 

“If I had to pick a time to be- 
come an RV dealer,’” Humphreys 
recently told automotive execu- 
tive, “it would be right now!”’ 

From a statement such as that, 
some might conclude Humphreys 


by Sam E. Polson 


is a starry-eyed optimist or some- 
one who has completely lost con- 
tact with the realities of the mar- 
ketplace. He isn’t and he hasn't. 
He has been very close to the RV 
industry for more than a decade 
and has ridden with it through 
some of the best and certainly 
some of the worst times in its his- 
tory. 

Humphreys is a member of the 
bar in the District of Columbia 
and Virginia and has been admit- 
ted to practice before all federal 
courts, including the U.S. Su- 
preme Court. He has been a prac- 
ticing attorney since 1964. 

Humphreys has served as legal 
counsel to the RV industry for 
more than 10 years and has 
worked closely with numerous 
federal departments and agencies, 
congressional committees, legis- 
lators and trade and professional 
associations on the RV industry’s 
behalf. In January 1979, he was 
elected president and general 
counsel of the Recreation Vehicle 
Industry Association, an organiza- 
tion of approximately 530 RV 
manufacturers and suppliers of 
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component parts. RVIA 
ters are located in the Warcadquas 
D.C. suburb of Chantilly eee 
With sucha background 2 
vious Dave Humphreys 
what’s going on in the rec 
oe pu Why, 
e view the RV indus 
timistically when so many ped 
are looking askance at jz Ge oo 
the reasons he cites is that 5 fee 
the industry is leaner, toughe es 
smarter than it was just a veal = 
This, he says, is the result of ph) 
hard lessons learned during bmg 
“Basically, we were down ; x 
50 percent in wholesale shi be oe 
in 79,” he explains. “Retail eae 
were off about 30 percent. ¢ pws 
really happened last year <a brs 
dealers sold down their be oa 
tories substantially.” i 
This tightening u 
also forced RV mantfare eae 
reduce—or cease—productj, es 
trim away all unecessaq ee 
from their business Operat 
points out. 
“In that sense,” Hy a 
says, “every retail sale in rer 
be felt on the wholesale sida 
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; RVs—There Are Real Reasons For Optimism 
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a’ttruein’79.. .solthinkit’sa 
ch healthier situation now.” 
For 1980, Humphreys and the 
‘V industry foresee a rather “flat” 
year with sales inching up about 4 
percent. While many observers 
may not be impressed with a rise 
of such modest proportion, the 
RVIA president thinks it will 
mean a “big difference’’ after the 
huge drop suffered in 1979. He also 
quickly points out there is a more 
important aspect to consider than 
west the ups and downs shown ona 
sales chart. 

“The ‘numbers’—how many 
enits are being sold—may be fas- 
Gating,” he says, “but the real 
point is how much money is being 
made. It’s very easy to have a 20 
eercent increase in sales and still 
lose a great deal of money because 
you expected a 40 percent in- 
crease... - The reason there s so 
such optimism in our industry 
now is, both dealers and manufac- 
emers have cut their overhead way 
down out of necessity. Now 
they've actually got it to the point 
where they can make a profit by 
simply matching last year's num- 
bers. And any increase over that is 
ging to mean a much more sub- 
stantial profit.” ; 

Another heartening sign has 
been the success of the early RV 
shows around the nation Dhak 

rts consumer traffic at 
the first RV retail shows of 1980 
was up considerably from a year 
20 and sponsors of early-January 


Gndustry is stressing some old and new products in an attempt to meet travelers’ new needs. The camper on the opposite page 
ps eight and is towable by today’s subcompacts. The motorhome above—by Midas—uses no gasoline at all, but propane. 


shows say little concern is being 
expressed by the buying public 
about the availability of gasoline. 

During the 12th annual RV and 
Camper Show in Indianapolis, 
January 11-20, Frank Williams, 
executive director of the Indiana 
Manufactured Housing Associa- 


RVIA President and General Counsel 
David ]. Humphreys 


tion, reported they were having 
“the best show. . . since 1976.” 

“More than 10,000 paying cus- 
tomers came through our doors 
during the first weekend alone, up 
30 percent from last January,” ac- 
cording to Williams. “There’s no 
talk of gasoline and people are 
buying.” 

Williams says one dealer sold 
nearly 30 units on opening week- 
end, including 10 to first-time 
buyers. 

Similar reports of steady floor 


traffic and solid sales came from 
shows held in Chicago, Cleveland, 
Albany (N.Y.), and southern 
California. 

‘January shows have tra- 
ditionally been a good barometer 
of what we can expect for the 
year,” says David Humphreys. 
“That’s why we're so delighted to 
hear the positive reports coming 
from all over the country. This 
gives us a good feeling about our 
prospects for a strong spring sea- 
son.” 

Humphreys, however, doesn’t 
let these hopeful signs gloss over 
problems still to be faced in the af- 
termath of 1979's plunge. He says 
there are questions to be answered 
about the strength of some dealers 
and manufacturers. 

“The impact on our dealer body 
during the most recent crunch is 
not nearly as severe as it was in 
1974-75 because they were caught 
with large inventories back then,” 
he says. “In general, the dealers 
have survived this one much bet- 
ter than they did last time.” 

(Even though the mortality rate 
among dealers and manufacturers 
was lower this time around, Hum- 
phreys estimates about 20 percent 
of the RV manufacturers went out 
of business and about 10 percent of 
the dealers called it quits.) 

“Tronically, while we have lost 
fewer dealers this time,” he con- 
tinues, “a lot of dealers have been 
substantially weakened. . . and 
the question is, how many of them 
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are strong enough to compete ef- 
fectively. We won't know the an- 
swer to that for another six to nine 
months... . 

“There are a lot of dealers who 
are so weakened by this last year, 
some of them won’t be able to 
floor plan the product. Of course, 
RVs are highly discretionary pur- 
chases and if you don’t have the 
product a buyer wants in inven- 
tory, he’s not going to wait two 
months until you can get it. The 
RV buyer is going to want to use 
the unit next week or within two 
or three weeks. Consequently, 
you're going to lose the sale to a 
dealer who has the product. So, the 
financially strong dealers will do 
very well and the strong will get 
stronger.” 

As far as manufacturers of RVs 
go, Humphreys says one problem 
during 1980 may be a shortage of 
units produced across the board. 

“Very few manufacturers will 
be building up large inventories of 
units this year,” he predicts. “And 
that’s because of two big prob- 
lems. The first is, many of the fac- 
tories are financially strapped to 
the point where they can’t afford 
to build large inventories. The 
second is, a lot of them were shut 
down for six to eight months last 
year and they had to rehire and re- 


train factory personnel.” 
As a result of these factors, 


Humphreys says he doesn’t think 


Lightweight materials are enabling the industry to build units that are roomy but light. This one weighs in at 1495 pounds. 


it’s possible for the industry to 
produce more than 4 percent 
above what it turned out in 1979, 
no matter how strong the market 
proves. 

“Now, that’s not to say that cer- 
tain strong companies won’t be 
able to produce significantly more 
than they did last year,” he has- 
tens to add, “but the average com- 
Pany just isn’t going to bein a posi- 
tion to build those large inven- 
tories.’’ 

As serious as the problems out- 
lined by Humphreys may be, most 
car and truck dealers point to the 
fuel situation as the major reason 
they are avoiding involvement 
with recreation vehicles. They feel 
the public perceives RVs as ineffi- 
cient gas-guzzlers that will be the 
first units penalized if mandatory 
gasoline rationing becomes neces- 
sary. 

Recognizing this image problem 
as a genuine threat to RV dealers 
and manufacturers, Humphreys 
and RVIA last year embarked on 
an expansive campaign to show 
that the RV industry is working 
hard to be “part of the solution” to 
the energy problem. This image- 
changing effort has included ad- 
vertisements in the Wall Street 
Journal and other newspapers in 
the top 13 retail markets across 
the country, position papers sent 
to hundreds of newspaper editors, 
and scripts for public service radio 
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announcements sent to 5) tadic 
Stations. In addition, H ie 
himself has appeared on prox: 
mately 50 radio and television ik 
shows around the country 

All these efforts are aim 
showing the benefits pe . if 
can derive from the RV ; 
and how the industry is = 
great strides forward 
economy technology, 

“We're stressing the fact that 
meet basic needs,”” say. 
phreys, “that we’re not just five | 
lous toys. We point out that these 
needs are needs that wil] con 


As a matter of fact, not 
they continue, they’re goin wil 
crease. Tensions are nelle 
greater, pressures are bined 
flation will continue. The 
families to be together and 
come stronger will increase These 
are pee pe believe, | 
true and they’re on our <: 
meet those needs in —- 
unique way. Ourads poing — 
we're flexible enough to PS bees - 
to meet those needs re on 
what facts we have to liy, 

Speaking of this flex} 
Humphreys says the Peop] 
make RVs are the most fle 
manufacturers of motor 
on the scene. 

“There is no one else ag fl >» ' 
as we are,”’ he says, “certs: 
Detroit. Their size is agains: 5 
We can come up with New vehi © 
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cles in a matter of a month. We’ve 
‘ it in the past.” 
This ability to quickly change 
products to meet consumer 
: ds is certainly a plus for the 
industry, Humphreys feels. 
"We point out that since 1974, 
the large motor homes have be- 
come less and less a percentage of 
overall industry,” he stresses. 
"From 40 percent in 1974 to 20 
percent today. We mention that 
we have made new vehicles that 
ae smaller and lighter. Our ‘mini’ 
didn’t exist in 74. The low profile 
didn’t. Van conversions were not 
Searly as common. We point to 25 
mt improvement in fuel 
my already; the average 
x home now gets 17 miles per 
on. We have units that get 16 
8 miles per gallon and can 
from six to ten people. It’s a 
ndously efficient way to go, 
Sot to mention motor homes that 
use no gasoline at all—the pro- 


pane-powered motor homes. I 
don’t know what that will do, but 
that’s good news. That’s dramatic. 
That’s better than gasohol!”’ 

Besides RVIA’s public relations 
thrust to improve the industry’s 
image, Humphreys says he’s ex- 
cited about two groups with which 
the RV industry is now aligned to 
help insure equal treatment by 
government if mandatory ration- 
ing is ever put into effect. 

“What we have feared over the 
years,” he explains, “is that we 
would be singled out for some kind 
of disproportionate ‘hit’ because 
our vehicles are large and appear to 
be inefficient just because they are 
large.” 

These fears are now largely dis- 
pelled because of the industry’s 
affiliation with the American Rec- 
reation Coalition (ARC) and the 
Travel and Tourism Caucus in the 
U.S. House of Representatives. 
Both are recently formed organiza- 


Sights like those above do a lot to melt away the negative image people sometimes have 


 ebout “tent campers’ 


", Like many, this one is spacious and comfortable 


tions that are beginning to show 
some impact on Capitol Hill. 

Speaking of ARC, Humphreys 
Says it’s an organization of more 
than 50 national trade associa- 
tions that have “locked arms” for 
their own protection. 

“There is everything (repre- 
sented) you can think of,” he says, 
“from RVs to snowmobiles, stock 
car racing, roller skating, golf, ten- 
nis, fishing.. . . You name it and 
it’s there. 

“They feel that recreation is 
threatened in this country and 
they’re going to do something 
about it. We’re going to create an 
effective lobby for recreation... . . 
We're going to speak out and. . . 
let Congress and the public know 
that we need recreation. It’s not 
something you should throw in 
the trash when you have a 
headache. It’s not something you 
eliminate. We will cut back. We 
will conserve and be patriotic, but 
we will not be destroyed... . 

“We are negotiating with the 
White House to have a press con- 
ference with President Carter 
praising the recreation industries 
in this country for taking the lead 
in voluntary conservation, so that 
instead of being the problem, rec- 
reation industries—and our indus- 
try especially—will be a major part 
of the solution.”’ 

Although ARC is proving to be 
a formidable body in protecting 
recreation industries from gov- 
ernmental sniping, Humphreys 
feels the second group, the Travel 
and Tourism Caucus, may be even 
“bigger news’’ when it comes to 
influencing national legislation. 

“The Caucus is a group of about 
214 Congressmen who are con- 
cerned about travel and tourism,” 
he explains, ‘‘and they’ve been 
very frank in admitting that RVs 
are a big part of the travel and 
tourism business. They're going to 
hire three full-time staff people 
who will have offices on Capitol 
Hill and who will feed Caucus 
members information on legisla- 
tion that might affect travel and 
tourism. This should be a big, big 
breakthrough for us. Now they’re 
talking about forming a similar 
group in the Senate.” 

With the long-term protection 
provided by the industry’s new 
image, ARC and the Caucus, 
Humphreys says he is much more 
optimistic about the future, at 

— 
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least as far as energy allocation 
goes. 

“While I’m still concerned 
about the availability of energy,’”’ 
he says, ‘I think the chances of our 
industry being singled out for a re- 
ally big ‘hit’ are practically 
nonexistent.”” 

Moving on to another big ques- 
tion mark that concerns dealers, 
Humphreys admits that consumer 
financing right now is the largest 
single problem affecting RV sales. 
But even on that topic he says he 
sees some light on the horizon. 

“Living here in Washington and 
spending a lot of time on (Capitol) 
Hill, I have to believe that if the 
President wants to get himself re- 
elected—and he appears to be very 
serious about it—he’s going to 
have to loosen credit sooner than 
most people think. I just don’t 
think he’s going to be able to make 
any kind of meaningful bid for 
reelection without it. And when 
you look at the lead times in- 
volved, I think he’s going to have 
to do it pretty soon—probably this 
spring. All the signs are certainly 
here that we’re in the recession 
everyone has been looking for. . . 
and it’s going to take a good four 
months for a loosening of credit to 
show its effect on the economy. If I 
were president, I’d be doing it right 
now to be sure the effects would be 
visible by the time elections roll 
around.” 

And what about the financing of 
RV dealers’ floor planning? Hum- 
phreys says he thinks that will bea 
highly competitive item among 
manufacturers this year with the 
factories trying to find ways to 
help their dealers. 

“Some of our manufacturers are 
already trying to negotiate ‘blan- 
ket’ agreements with financial in- 
stitutions to try to help their 
dealers.. . . There are some very 
large organizations involved in 
financing dealer floor plans,” he 
points out. ‘There’s Nationwide 
Finance, for example, a subsidiary 
of Citicorp. Then there’s General 
Electric Credit and CIT. Win- 
nebago, of course, has its own 
dealer financing.” 

In addition to concern about 
financing expressed by car and 
truck dealers, many also are won- 
dering how the RV industry plans 
to make itself compatible with the 
smaller, lightweight vehicles De- 
troit is being forced to turn out in 


order to meet government fuel 
economy standards. Humphreys, 
although he says he shares this 
concern, doesn’t see it as an in- 
surmountable problem. 

“It's true Detroit isn’t going to 
build anything special for us,” he 
says, “because our numbers just 
aren’t large enough to make it 
profitable for them. But we do 
have some protection that we’ve 
kind of lucked into. One is, this 
country just can’t function with- 
out trucks to move commercial 
products around. Whether they’re 
going to have to exempt them 
from regulations, I don’t know, 
but I do know they’re going to 
have to have enough power to 
move things suchas steel, cement, 
bricks and wood.. . . And as long 
as they’re building those trucks’ 
engines and chassis, we’re going to 
build RVs on them.” 

Humphreys also notes that the 
“power of the farmer’ in Congress 
will insure the availability of 
light-duty trucks and vans for RV 
owners who prefer van conver- 
sions, slide-in campers or towed 
vehicles over the self-propelled 
motor homes. 

“Between the need for commer- 
cial vehicles and the farmer’s need 
for a light truck, it’s very unlikely 
there will not be truck engines and 
truck chassis that we can use,” he 
says. 

“Naturally, not everyone wants 
to own a truck, and for those peo- 
ple, we’re going to have to build 
units that can be pulled by small 
cars such as the General Motors 
X-body models. This is where we 


60 AUTOMOTIVE EXECUTIVE, APRIL, 1980 


work very closely with Des | 


but I’m satisfied that 
changes we’re make cent 
trailers and the designs = oo 
putting in their cars, these pis 
automobiles will have ae ‘ite 
to pull our lightweight tral 
Trailer owners will heun 
have to adjust to more Sem 
units than in the past, Hum 
says. ‘‘They’ll be more lik the 
European trailers. . -NOots . i 
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and appliances.”” = 
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, much more carefully at 
of the dealers they 


select, whether they are also sell- 
ing cars and trucks or not,” he 
says. “A lot of our factories feel the 
problems of last year were seri- 
eusly aggravated by the inabil- 
ity—or the refusal—of dealers to 
imyentory product. Thesales never 
stopped as they did for about 30 
dys during the embargo, but we 
bad a lot of problems with dealers 
who wouldn’t replace the hot 
tellers. They'd just keep the dogs 
andkeep the dogs.. . . So there is 
4 very major concern among RV 
manufacturers that they select 
who will inventory prod- 

not just sell out. 
also think the same thing is 
in reverse. The dealers are 
very concerned about the strength 
oftheir manufacturers. They want 
t know that a company’s going to 
be around and provide the service 
snd backup support they’re going 
to need if they make a major 
commitment. I think automotive 
deslers are used to a lot of factory 

sepport and programs.” 

Does een to be an ill will 
between RV factories and auto 
dealers because of past market 
problems? Humphreys doesn’t 

ink there is a prevailing attitude 
of this sort. el 

“Dealers who may feel ‘bitten 
by RVs certainly have seen the 

.’ says Humphreys, “‘because 
dare probably been bitten by 
large cars and trucks, too. They 
know Detroit missed as badly as 
we did. I don’t think there’s any 
eeneral feeling among automotive 
dealers Sey the RV industry 
teesn’t know what it’s doing or 
that RVs are dead. They know bet- 
‘=r than most people that big cars 
ed tracks also had problems, but 
they know, too, that we're going to 
seed some kind of trucks in the fu- 

” 

He says he thinks RV manufac- 
terers—since they are looking for 
“rong dealers—will certainly be 
terested in continuing their re- 
lstionship with automobile and 
truck dealers. 

"The down side, I suppose, with 
*stomotive dealers,’ he con- 
Gnues, “is that we know these 

are subject to enormous 
tessure from their manufactur- 
©. We realize that when things 
tum sour, there’s no question 
shout whose product is going to go 


first. It’s not going to be the one 
they're franchised with. It’s going 
to be an extra line and we're usu- 
ally an extra line. 

“In that sense, auto dealers may 
be somewhat risky and some RV 
people may think of them as fair- 
weather friends—not that it’s the 
dealer’s fault—but it’s a fact of 
life.” 

Taking these “facts of life” into 
consideration, Humphreys says 
RV manufacturers will be looking 
not only for dealers who are finan- 
cially strong, but also for those 
who display loyalty and are will- 
ing to make a firm commitment to 
the factory. 

“I think what you're going to 
find now,” predicts the RVIA 
president, ‘is our manufacturers 
will be asking, in effect, for a fran- 
chise agreement instead of the 
dealer asking for such an agree- 
ment. You may find the RV fac- 
tories saying to dealers, ‘If you’re 
going to stock my product, you're 
going to have to carry X number of 
units in inventory at all times’—or 
something like that. It won’t be a 
situation where the RV people will 
be begging a car dealer to put one 
or two units on their lot. Strong 


RV companies will be picking 
their dealers very carefully and 
will want a full-fledged agree- 
ment, the same as the dealer has 
with his other manufacturers.” 

Even with this somewhat strin- 
gent approach on the part of RV 
manufacturers, Humphreys still 
thinks there are more oppor- 
tunities open to dealers in their 
relationship with the factories, 

“T really believe this is the best 
time in the history of our industry 
for someone to become a dealer,” 
he says. “It’s one of those things 
that doesn’t appear obvious... . 
But dealers can get better buys 
from the manufacturers right now, 
and they’ve got more leverage 
with the factories than ever before. 
The factories are listening to 
dealers now. . . they’re making 
all kinds of concessions. I just 
think it’s a great time to become 
an RV dealer.” 

The question now seems to be, 
can franchised car and truck 
dealers muster enough of this 
same optimism to try recreation 
vehicles in their business? Or will 
specters of the recent past still 
make a lot of them think of RVas a 
dirty word? v.33 


Introducing SUPRA MAX... 


Like our rugged mascot Max, our 
SUPRA MAX auto key box is: 
TOUGH!! 
DURABLE!! 
STRONG!! 
EFFICIENT!! 


Designed with YOU in mind. Over 
200,000 Supra Auto Key Boxes in 
use today. 


SUPRA MAX con- 
tinues Supra’s tra- 
dition of offer- 


ing the best 
key control 
system in 
the auto 
industry. 


We are proud to have SUPRA 
MAX join our line-up of auto key 
boxes. 


SUPRA propucts, inc. 
Celebrating our 25th year 
as the Key Control People 
Dept. AE 
P.O. Box 3167 
Salem, Oregon 97302 
(503) 581-9101 
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REGIONAL DEALERS 
OF THE YEAR 


NORTHEASTERN 
REGION 

Layton Fish & 
Bob Porthouse 
Eck’s Garage, Inc. 
Muncy, PA 


GREAT LAKES REGION 
Dick Young & Bob Young 
Young Truck Sales, Inc. 
Canton, OH 


SOUTHEASTERN 
REGION 

Al East & John Rider 
Rebel Truck Sales, Inc. 
Jackson, MS 


CENTRAL REGION 
John Hopkins 
Central Illinois Truck 
Center, Inc. 
Highland, IL 


SOUTHWESTERN 
REGION 

Charlie Bowen 
Oklahoma City 
Freightliner, Inc. 
Oklahoma City, OK 


Freightliner proudly 
presents our 1979 Dealers of the Year. 


In the past, we at Freightliner have applauded the 
excellence of our dealers, usually quietly, among 
ourselves. 


But this year, we're spreading the news industry-wide, 
awarding top-of-the-line honors to some of our best. 


Like the Efficient Machine, our people provide 
magnificent performance, nation-wide! 


Itwas no easy task, handing out our top awards. 
Not with so many first-class Efficiency Experts to 
choose from. 


We looked at each dealer's success in meeting the 
standards of excellence set by Freightliner: the best in 
sales, service, parts department performance and 
all-round customer satisfaction 


Now, we're proud to present our best, to you: the 

1979 National Dealer of the Year and Regional Dealers 
of the Year, pictured here, along with our Dealer 
Excellence Award-winners, listed below. 


DEALER EXCELLENCE 
AWARDS 
Frank Horwith Bordon Bell & Buddy Lane 
Allentown Freightliner Texarkana Truck Center, Inc. 
Sales & Service, Inc. Texarkana, TX 
Allentown, PA Dick Meyers 
Bill Kelly & Joe Reed Salina Truck Sales, Inc. 
aes tate Truck Salina, KS 

‘ales & Service Ed Brennan 
Thorofare, NJ Denver Freightliner, Inc. 
Mike Morris Denver, CO 
Parts & Tucks Paul Smithrud 
Gas City, IN Farwest Truck Center—Eugene 
Tavain er Eugene, OR 

riad Freightliner, Inc. i 
Greensboro, NC ell 


Los Angeles Freightliner, Inc. 


ney vickery ae Los Angeles, CA 

'ckery Truck Sales, Inc. Dick Kathrens & Jim Pollack 
Montgomery, AL Freightliner Sales & Service 
Bela Chesley of Portland, Inc. 
B.H. Chesley Co. Portland, OR 
Mankato, MN Henry Cecchini 
Don Bergthold Delta Truck Sales 
Minnesota Truck Center, Inc. Stockton, CA 
Minneapolis, MN Jerry Sharpe 
Paul Walker & Ed O!son Western Carolina Truck 
Trucks of Bismarck, Inc. Center, Inc. 
Bismarck, ND Hickory, NC 
Ea eyerena 

ie's Central States 

Truck Center * Copyright 1980. Alll rights reserved. 
Rapid City, SD 
John Norman 
Northwest Arkansas 


Truck & Equipment, Inc. 
Springdale, AR 


(EREIGHTLINER 
| TRUCKS | 
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Call or write Barbara Porter, National Marketing Depa i oe 
989-5989, for more information on how the Oakleaf SX-39 A 
5 an F&I profit center in your dealership. 
14600 Titus Street Or send this coupon today. é 
Panorama aos CA 91402 _ y, 


Netemame SO Sree enlerahip___ re 


d a career with 


Marketing opportu- a 
. PP Address = -3 = City 


illavailableins 2 
tact Nat’l rk ‘ 
rporate O} State __ Zip __ Telephone (__——_——_ 


i aa 


] 
f 


The ESP Energy Recirculating System gently forces the heat 
down to the floor to keep the thermostat satisfied. This greatly 
reduces the number of times your furnace is called on for heat. 


\), To 
N 
. AD LL FR EE FOR AS REPORTED IN THE MARCH 1978 AMERICAN TRUCK DEALERS NEWSLETTER 


Bog eMBER PRICE 
| “548-714 99 Disperses fume and smoke build-up. 
| 


IN DUSTRIAL Keeps merchandise at even required temperature. 


Increases productivity. 


IniM ERCIAL Gives building a higher comfort level. 


Helps decrease absenteeism. 


REQ TUTIO NAL Improves employer/employee relations. 


Eliminates mist in refrigerated areas. 


IDENTIAL Assists air circulation. 


Neng WRITE: Reduces or eliminates dripping condensation from 
AVING ; ceilings (rusting beams, etc.). 
P.O. he PRODUCTS Fans work tirelessly, 24 hours a day, 12 months of the year 
Gs Mo 311 to maintain a constant comfortable environment for your 
» MONTANA 59103 employees. 


Consumes less energy than a 100-watt bulb. 
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Audatex Estimate, and at the 
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Sonny Kings’ Orange Buick Clip and return the coupon below and We'll send wi 


Orlando, Fla. without obligation, the whole Audatex story. the net 
standard of the industry. Do it today! - : 


. 
AUDATEX ESTIMA’ 

1675 Sabre St. Haye Systex, f 
John Garrison, : 

V.P. Marketing 

C2 Please send me your 

literature on the Ay 

Estimating System “a 

CO Please have your 

representative contact me. 

MAIL TODAY... : 


FREE, NO OBLIGATION 


Name 
tome 
mes 


a 


Title 
Firm 
Address 
City/State/Zip 
Telephone Number ( 


A GIFT OF GOLD: 
‘ow That keeps on giving 


PREMIUM PRODUCTS BY kg 
CELEBRITY... 


What's GOLF doing in an automotive magazine? 


Like the old“Arnie’s Army”, there is now a 
“Gelebrity Corps” of éxclusive automobile dealers 
throughout the country who have learned that 
the'best thing in town might not have to be on 
wheels, . but just céuld be made of GOLD! 


CELEBRITY has capitalized on the “‘lure of Gold” with its exquisite 24-karet gold-plated putters, and 


the resulting free Sports copy that Participating dealers have received has proven that quality gifts and 
incentives bring in returns... again. .. and AGAINI 


Don't ignore the clammer of the world market for gold... it might be telling you something that €ouild 


change your whole marketing concept. Listen to itas so many automobile dealers have done and watch 
your sales and prestige climb. 


Better still, PLACE YOUR ORDER TODAY — and join the “Celebrity Corps’! 


bisupnooucTs BY ke peat aera ~. 
ELEBRITY... 


Box 1707, PLACERVILLE, CALIFORNIA 95667 
59.9387 Outside Calif Toll Free 800/824-5168 


City State Zip 


PUTTER ENGRAVING SPECIFICATIONS 
MAX 2 LINES — 20 CHARACTERS/LINE 


QTy MODEL No. 


i 


” PUSH ME PUTTERS with LOGO 
‘. ‘MODEL No., RIGHT or LEFT HAND & TRADE MARK or LOGO) 


5s Effective January 20, 1 

ee PUTTER @ $75.00 each 

2— 5 PUTTERS @ $70.00 each 

. §_ 11 PUTTERS @ $65.00 each 
42 — Over PUTTERS @ $60.00 each 
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No other publication 
has given automobile dealers 
a boost like Time Magazine. 

That's because for the 
past ten years, Time has 
recognized outstanding 


dealers in two impactful ways: 


by presenting the prestigious 

ime Magazine Quality 
Dealer Awards, and by 
saluting the winners on the 
pages of Time. 

And that’s enough 
to have a positive effect on 
the entire industry. 

Or, as James E. Barry, 
of Jim Barry Oldsmobile- 
Cadillac, Stratford, Connec- 
ticut, and one of this year’s 
winners puts it, “Awards like 
this make the public aware of 
the fact that there are many 
honest, ethical, hard-working 


NATIONAL AUTOMOBILE DEALERS A 


IS ON OUR SIDE. 


businessmen who serve them 
through the automobile 


industry. 

“This year at the 1980 
NADA Convention, Time 
recognizes 70 automobile 
dealers as outstanding 
members of their industry and 
community. And, just as sure 
as each dealer is honored, 
you can be sure more Time 
readers will learn about the 
men and women who set high 
standards for our industry. 

Next time you need to 
reach people to sell your 
automotive products, support 
eremea, the magazine that 

Cs\ Supports our 

( Ne industry. The 
NADA E publication that's 

NS on our side. Time. 


Fociatt® 


r 


8400 Westpark Drive, McLean, VA 22102 


SSOCIATION 
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E ach year I go through the 
monumental process of 
gathering ‘new model” in- 
formation for the N.A.D.A. Recre- 
ational Vehicle Appraisal Guide. 
During this period, I talk to liter- 
ally hundreds of manufacturers. 
The feedback I received from RV 
builders this year was particularly 
gratifying. Almost to the man, 
each manufacturer voiced the 
kind of confidence in their indus- 
try that has carried us through 
some pretty rough times. Their 
words were not empty ones, as 
they still have their doors open 
and are doing business. While a 
number of builders have cut back 
on production, even they voiced 
optimism for the future. 

The biggest fear held by a 
majority of manufacturers con- 
cerns the ‘doom and gloom” 
stories that pour out of all media. 
This negativism spreads over re- 
tail dealers like the plague. More 


Rec Vee Report is prepared exc: 
Recreation Vehicle Appraisal Guide. 


NADA Recreation Vehicle Appraisal Guide, 


Rec Vee Report 


Dealers Are Doing, Business 


than one builder voiced his wish to 
have the power to make all the 
television sets and newspapers 
vanish. There is no question that 
the “six o’clock news” can have a 
devastating effect on even the 
most optimistic. 

Business in general is not that 
bad. Recent RV shows throughout 
the country drew large crowds of 
potential buyers. Dealers are doing 
business and those dealers that 
have turned off the TV and stopped 
reading “all the news that's fit to 
print,” are doing even more busi- 
ness. It’s not a case of sticking your 
head in the sand, it’s more amatter 
of looking at the positive side of 
things. 

A case in point demonstrates 
exactly what I mean. I recently 
spoke to a motor home dealer who 
seems to be insulated from “the 
slump in RV sales.” During the 
course of our conversation, he re- 
vealed his secret for success. It 


lusively by automotive executive on a quarterly basis by Gus Chiarello, executive editoro, 
Allcomments or questions pertaining to these columns should be mailed to: “Rec 
P.O. Box 1407, Covina, CA 91722, c/o Gus Chiarello. 
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Lighting With Quartz? 
Here’s A Better Way: 
METAL HALIDE. 


Ram Series 


Quartz lighting was popular when energy was 
inexpensive, and it performed well. But aggressive 
dealers know that the only outdoor light sources made 
for today’s realities are Metal Halide. 

Let's compare your quartz to the LSI Metal Halide 
Ram Series. On a fixture to fixture basis you'll find the 
Ram will: ; 

+ reduce energy operating costs by 70% 

* increase your lighting output by 38% 

* cut your lamp replacement cost with lamps that last 
six times \onger than quartz! 

LS! Metal Halide Ram fixtures were designed for 
economically replacing your old quartz unit using 
existing poles, brackets and wiring. Instead of paying 
more and more to operate an obsolete light source, find 
out how you can enjoy a 2-4 year payback on an energy 
efficient system from LSI. 

Stop paying overhead on your overhead. 


For more information, write or call for a full 
color brochure describing our energy 
saving systems. 


iSNGING SUSGAMS int. 


0. Box 42419 © 4201 Malsbary Rd. Cincinnati, Ohio 45242 « (513) 793-3200 


Be a Winner 


at the lowest risk with 
hole-in-one 
Insurance 


Promote your car dealership 
by giving away a new car 

ot a golf tournament - and 
get lots of publicity as a 
civic Minded individual 

with No cost except the low 
insurance premium, 


Sports Achievements 
Association offers holein 
one insurance and handles 
the payoff If there’s a hol 
in-one. SAA pays prompt 
ond makes auto dealers 
look great 


For example- 

A $6000 automobile 
prize with 1OO amoteur 
golfers on a 160 yard 
par three hole nets 
approximately a $185 
INSUurAaNce Premiurr 


For a free quote 
call Dennis Chase 
now at 

800 854-3527 

In Califomia, call 
714 957-605: 


Just give Us 
@ the number of players 
@ the lenath of the hole 

> lue of the prize 
ef trips and other 
prizes. too) 


And we'll give you a 
great reputation 


Sports Achievements 
Association 
3198 F Airport Lox 
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S ome things bear so much re- 
spect, so much inherent 
worth, they never seem to 
lose their value. They never cease 
to be sought after. Several awards, 
covering many fields of endeavor, 
fall into this category, and proba- 
bly a large reason for their value is 
the quality of men who seek them. 
Tradition has shown one such 
award is the TIME Magazine 
Quality Dealer Award. 

Edward R. Rikess, president of 
Southview Chevrolet in Inver 
Grove Heights, Minn. and the 
1980 National Representative for 
70 TMQDA winners, has, like the 
National Reps before him, an al- 
most staggering number of ac- 
complishments and involvements 
behind him. 

Ever since he started in the au- 


tomobile business in 1952 as a 
salesman, he’s been working 
hard—hard enough to become a 
used car manager in 1954, general 
manager in 1956, and owner of the 
dealership where he started in 
1957. 


He’s thrown himself into a host 
of volunteer activities. Currently, 
he’s serving as chairman of the 
Labor Negotiations Committee of 
the Greater Metropolitan Auto 
Dealers Association of Minnesota, 
and he’s a member of the Highway 
Users Safety Council and the Au- 
tomotive Organization Team. In 
the past, he’s served as president of 
the St. Paul and Minnesota auto- 
mobile dealers associations, and 
he was a director of the latter 
group from 1962 to 1978. 


for 23 years, and 

wears the title - —— 
emeritus. Over the years he'shel 
numerous positions at ~, 
among them chairman “ai 
Performance Analysis q a 
of the Industrial Relat; TOURS | 
mittee for GM. He’ Ons Cos | 


I S al, assist: 
in the national deve a 


AUTOCAP and De pment s 
Dealers’ Election Acti, i 
as ©n Commit 
Rikess has als 
dealership to many hone! he 
cluding Chevrolet’, rec a 
Supremacy Award in 78 Crys | 
shop is one of 200 out 4 
Cheval dealerships to ig 6 
nized for providing specs . 
satisfaction. Pecial servis 5 
w 


He’s been a member of =| 
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4 Anything but remiss in his in- 
*‘olvement in community affairs, 
Rikess has served as director of the 
Dakota County Mental Health 
Seard, the United Jewish Fund and 
Council, the Sholom Home for the 
Aged, and he’s been chairman of 
the fund drive to build Divine Re- 
éemer Hospital in South St. Paul. 

We could even mention—and 
we will—his activity as president 
of the South St. Paul Chamber of 
Commerce and of the Council for 
Rehabilitation and Housing in the 


pom these and other Rikess 
~ “mations of time and effort are 

‘ery typical of the 70 men who 

won the TIME awards this year. 

Some rather revealing statistics 

show clearly just how exceptional 

“ey are: 

The 70 award winners this year 
®present more than 2,000 years of 
“perience in the retail automo- 
tle business, and together, they 
told more than 86,000 cars in 
1978, 

A full 85 percent of the dealers 
have served on their factory dealer 
councils and of these, 36 percent 
‘ave been chairman or president 
““ their zone, regional, or national 
sancils and 13 percent have 
‘erved on their factory's advisory 
*ancil or president's council. 

All are active in their local and 
®2te dealer associations, as well as 
NADA. Fifty-eight percent have 
teen president of their state as- 
“ciations, and 78 percent have 
‘eid the top spot at the local level. 

Twenty-eight percent have fol- 
lowed their fathers into 
“alerships, and 45 percent have 
‘ns or daughters working for 
em. 


forty-one percent have been 
¥* aid resident or a director 
‘ their local Chamber of Com- 

“tree and 10, 16, and 16 percent 

‘we had like positions at the Bet- 
© Business Bureau, Rotary, and 

her the Lions or Kiwanis. 

Finally, but only for the purpose 
‘cur discussion, 28 percent have 
en at least directors of the 

‘ted Fund, and about 10 percent 
_ “@e had similar involvement 
th the Salvation Army, Boy 
“eats of America, Boys Club, and 
MCA. 

NADA is proud of these 70, and 
feud that so many dealers are 
-/@ly to step into their shoes in the 
* ming years. Az 


The Nine TMQDA Regional Representatives 


C. C. Gunn, chairman of the 
board of Gunn Oldsmobile, Inc., 
San Antonio, Texas, Mission 
Chevrolet, Inc., San Antonio, 
Texas, Mission Volkswagen/ 
Honda, San Antonio, Texas and 
Gunn Datsun, Inc., San Antonio, 
Texas, 

Richard G. Kizzier, president of 
Kizzier Chevrolet Co. of Kearney 
(Chevrolet, BMW), Kearney, Neb. 

Bob Mixon, president of 
Courtesy Motors, Inc. (Ford), Hat- 
tiesburg, Miss. 

John Prince, president of Prince 
Chevrolet-Oldsmobile, Inc., Tif- 


Kizzier 


Prince 


Brodrick 


ton, Ga. 

Jim Scholtz, president and trea- 
surer of Schenectady Plymouth, 
Inc. (Chrysler-Plymouth, Mazda) 
Schenectady, N.Y. 

Jack Sparling, president of Val- 
ley Ford Sales, Inc., Yakima, Wash. 

Frederick H. Bowis, president of 
Chevy Chase Cars, Inc. (Chey- 
rolet), Bethesda, Md. 

Gordon H. Brodrick, president 
of Brodrick Chevrolet-Buick, Inc., 
Powell, Wyo. 

Robert A. Cunningham, presi- 
dent of Cunningham Oldsmobile, 
Inc., Kansas, Mo. 


! 


Cunningham 
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Legal Briefs 


The Auto Industry And The Law 


GMAC settles GMAC and the Federal Trade Commission have agreed to a settlement with | 

repossession case regard to the FTC action against GMAC on repossession practices (se, e ‘ 
January automotive executive). Under the agreement, neither GY 
GMAC admit any violation of law, but agree to recompute the accounting 
on repossessed vehicles in order to determine whether or not consumers nS 
due a surplus. The FTC characterized the repossession sale of the vehicte 
from GMAC to the dealer as a “‘sham’”’ transaction, and the Tepossessioy 
accounting formula will not apply to this sale. Indications are that the Cost 
the settlement could be as high as $2 million. o 

The consent agreements are open for public comment until May 5 

when the Commission is expected to make them final. 3 


Dealers’ rebate programs The Attorney General of the State of Connecticut has taken the Position j 

may violate anti-trust an action against several dealers that dealers’ rebate programs may aches 

laws anti-trust laws. Several dealers in Connecticut have recently promise rR 
state’s Attorney General they will cease participating in concerted yr abana 
discount plans. Dealers are, however, still free to participate in a manufac 


turer’s rebate program if such a plan would not be construed to be ‘a Ken 
zontal restraint.” Ori- 


Illinois product liability Retail automobile dealers, as well as other sellers and wholesalers a 

bill exempts dealers exempt from product liability suits in Illinois under a new reform bill it. 
overwhelmingly by the state legislature. Illinois Governor James Tho; 
is expected to sign the bill into law by September. 

The bill’s passage marks the first time a “seller's exemption” has 
endorsed by a major industrial state. This provision relieves a dealer been 
having to establish innocence in a product liability action unless the 6 from 
manufacturer cannot be sued. Itis estimated that this provision will e}j 
90 percent of the so-called ‘“‘nuisance” product liability claims which d 
have had to deal with under the doctrine of strict liability. ealers 

Similar laws have been passed in eight other states, and the lan 
used is a part of the product liability reform bill drafted by the Com, 

Dept. last year as a model for state legislation. Similar legislation ig 
pending in California. “as 


Mpson 


4 


Manufacturers’ van pools — The method by which Chrysler, Ford and General Motors allocate y 
upheld by federal court van converter companies for conversion into recreational vehicles 
in the U.S. District Court for Northern California not to violate Federal a nae 
trust laws. In Tripper Corp. v. Chrysler Corp., the U.S. District Cou Anti. 
that such a practice was not a conspiracy under the Sherman Act oma held 
there is no collusion between and among automobile manufacturers that 
chised dealers and van converters. The Court held that the practice — 
signing the vehicles to the conversion companies is a legitimate buss “28 
practice, and allows manufacturers to offer vehicles customized foy i eS 
cial tastes of regional markets. e Spe 


‘ans to 


This column is prepared by the Legal Group of the National Automobile Dealers Association. For further information orquestions concerp 


, 2 Te », " 
appearing in this column, write: Legal Briefs. NADA Legal Group, 8400 Westpark Dr., McLean. VA 22102 nethene | 
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A reader asks: A reader from Massachusetts writes and asks the following question about 
an item in last month’s column: 
In the February issue of automotive executive, you discuss federal 

: liabilities for final-stage manufacturers as they relate to government stan- 
dards. Would these standards apply in a situation where a dealer installs an 
auxiliary diesel tank in an automobile, and would meeting these standards 
protect the dealer in a product liability action? 

) There are no federal auxiliary tank standards applicable to these in- 
stallations unless the capacity of the tank is greater than 150 gallons. How- 
ever, even if there were such a standard, and the tank met that standard, it 

| would not automatically release the dealer from a product liability claim. A 
good example of this has been the recent series of Pinto bur cases involving 
strict liability claims and criminal actions for alleged defects in vehicles, de- 

~ spite the fact the vehicle met all applicable federal standards. 

: The key test in any product liability action is not whether ornot a vehicle 
met a particular standard, but whether or not the vehicle was insome way 
defective either in design, assembly or installation—and that the defect in 
fact caused the injury. Any dealer who installs such an auxiliary tank is in- 
deed on the front line of any product liability action arising out of injuries 

: caused by failure of structural integrity of that tank. 


IF YOU CAN AFFORD 
TO PASS UP A SALE— 
DON’T READ ANY FURTHER 


Holmes carriers 
do it fast and 


ag 


Like having a portable loading dock! a 
Holmes quality carriers provide an easy, economical way to 
transport vehicles, farm machinery, construction equipment, 
salvage and other bulky loads. You don’t need a loading dock or 
forklift. Simply tilt the slide-back car- 
rier bed and drive or winch the load 
ERNEST HOLMES aboard. Many models to choose from, 
including two and three car carriers. 
E; See your Holmes wrecker distributor. 
WRITE OR CALL TODAY FOR DETAILS— 


“AN EXPERIENCE WITH 
JOE GIRARD” 


%: ® cassette tapes which capture the 
Words Greatest Salesman at his very 
bo 


* candidly relays the techniques that 
ate bien successful and how these same 
‘xs |, motives can help you sell better. 

‘yee ae serious about the selling profes- 
%. this dynamic presentation is a must 
% you. 

1s can gain experience from the World's 
Seed Selesran for only $75.00, which 


Peewee ee ee eM eee ee ee eee 


1 NAME ont TITLE 6291-AE 


FAST DETROIT, MICH. 48021 Telephone 615/867-2142 


I 
i I 

@etes postage and handling. b DOVER | CORPORATION I COMPANY ee ¥ : 

"6 check or money order to: | ADDRESS : " = 
IONS ERNEST HOLMES DIVISION i r 

CIT E 

GIRARD PRODUCT 2505 East 43rd Street pees ~ : 
BOX 358 Chattanooga, Tennessee 37407 1 STATE ZIP : 
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TELEPHONE 


Selling Yourself jj ; 


Making Choices 


T here you are all spruced 
up in your sincere tie or 
your basic black, wanting 
people to like what they see, 
wanting them to like you. And, 
face it, you’re asking them to 
make a choice—which puts the 
ball right back in your hands. 

To be the best person you can, 
to sell yourself most effectively, 
you need to know how to make 
your choices work for you. 
There’s a technique and it’s 
yours now. 

When you got out of bed this 
morning, you made a choice. 
You could have stayed there, 
slept in, maybe even had break- 
fast there, and vegetated. Al- 
most every waking moment of 
the day you are busy making 
choices. There is much truth in 
that cry of frustration, ‘deci- 
sions, decisions, decisions.” 

Should I go to work or stay 
home? Bran cereal and health 
for breakfast or bacon and eggs 
and cholesterol? Blue shirt or 
tan? Striped tie or solid? Pants 
suit or dress? Left turn or right? 

There is hardly a day when we 
don’t come up to some kind of 


These columns are prepared by Joe Girard, named the world’s greatest salesman 12 times by the Guinness Book of World Records, ang 


important ‘fork in the road” of 
life. 

Problem is—how do you 
make the right choice? 

The solution is important be- 
cause many of our choices have 
a far-reaching influence not 
only on ourselves but often on 
others as well. This is true even 
of what might seem insignifi- 
cant choices. I know of a young 
salesperson who lost an impor- 
tant order because he turned the 
customer completely off. He 
chose to eat green onions one 
day for lunch along with a garlic 
dressing on his salad. Trivial? 
Maybe, but a three hundred dol- 
lar appliance sale waltzed out 
the door because of it. 

We make most of our choices 
in split-second decisions. Luck- 
ily, most of the split-second kind 
turn out all right. That’s be- 
cause they’re triggered by in- 
stinct. And I say trust instinct. 
Nature gave it to you. Use it. 

It’s the major choices, with 
the long-range impact, that 
need attention. Choosing al- 
ways involves a decision: do we 
vacation in the mountains or 


Joe Girara 


the seashore. . . do] 
new job at higher pay in shee 
or do I stay here. . . dg ian 
off forty pounds and find the 
original me. . . dol Marry the 
guy or give him back his pines 
Sales people well knosgelit 
sales are made with Choices: 
would you prefer the standanl 
tires or the white sidewalls 
would you like us to deliver the 
power mower Tuesda 
Thursday? The selling Pi “4 
to avoid ano response, Well | lite 
cece nse US to Say no to i 
either. It forces us to : 
sions. akedect 
The secret of maki ; 
factory decision is to ae 
vantages and disadvantages wy 
Hse choice. +t can be a of 
ist or one that’s wrj 
gardless, the choice with = 
most advantages is the oO the 
follow. Get those pros anand 7 
right up in front of you a 
honest with yourself. Papin 
are too many cons, ran ai 
away from it. And, here* 
Girard caution. Never seth ye 
the lesser of two evils. a ce 
choose to make no choice 
Your choices reflect youl 
you you want to sell to othe: 
Make sure they reflect a 
the most favorable light Ob = 
ously, if you choose to Vi. : pl 
gles bars, you'll have a wa = 
job selling yourself as a S ugher 
school teacher—if that's ae 
you want. what 
But ee the rule in 
ing right, and your 
especially those of youn eas 
making, will become a 


and fewer. The choice = i 


through Allied Press International. All questions and comments concerning information included in these columns should be directeg ton 
P.O. Box 2291, Washington, DC 20013 Pt } “4 
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6 talked to GM dealers and found 
ut what you want. What you need 
*exbility. And availability. 
Thats why we've expanded our 
bution channels 
give you what you need 
n you need it. With a choice of 
“tm to get it 

i your Delco-GM options 

Pactory-installed systems. 
der your vehicles with factory- 
Walled systems. It's a great way to 
rt a sale. Our Field Specialists 
‘Dial Delco” advisors will help 
%: match systems with buying 
Wiens Your customer gets Delco 
Sind satisfaction. You get easy 
4 action. And your hassles 
i 


& 


ainimize 
Then be ready for upgrade sales 


Delco-GM flexibility keeps you 
ready to deal. And you get one-for- 
one inventory protection. We've got 
three ways to keep you ready 
Direct-Ship Orders. 

When you order 6 or more receivers 
direct from Delco Electronics, you'll 
receive a 20% discount. Any number 
of installation kits and/or speakers 
placed with that order qualify for 
the discount. You'll also get fast, 
factory-direct shipping, 90-day 
payment terms and one-for-one 
inventory protection 

Our “Dial Delco” advisors are 
standing by to help with your orders 

General Motors Parts 
Distribution Centers. 

On orders of less than 6 receivers, 
call your GM Parts Division PDC 
They've got a wide selection of 
Delco-GM receivers, installation kits 
and speakers 

There are 25 GM Parts Distribu- 
tion Centers located throughout 
the country. The one in your area 
can provide fast service to help you 
meet consumer demand for up- 
graded Delco-GM Sound Systems 


AC-Delco Service/Sales 
Centers. 
More than 140 AC-Delco Service/ 
Sales Centers nationwide have the 
inventory, equipment and well- 
trained technicians to sell and install 
Delco-GM Sound Systems. This is 
the ideal answer for dealers who 
don't want to upgrade Delco-GM 
Sound Systems at their dealership 
but want to share in the advantages 
factory system sales can mean for 
their customers and themselves 
Delco-GM .. it's the dealer's 

choice. For more information, 
“Dial Delco” at these toll-free 
numbers: (800) 428-0501 —in 
Indiana (800) 382-0531. Or see your 
GM Parts Division district manager 
Or contact your local AC-Delco 
Service/Sales Center. 


Delco Electronics 


Le) 


Division of General Motors 
Kokomo, Indiana 


ee 


Select an ATS F&l terminal and you'll get Dealer Communications as part of the deal 


If you're in the market for an F&l terminal with full 
forms printing capability, our 2-for-almost-the- 
price-of-1 offer could sway you. Because Auto Tell 
and only Auto Tell gives you a Dealer Communi- 
cations terminal as part of the F&I package. 

This Twosome could save you as much as 
$9,000, since you get two hard-working systems 
at a price comparable to just one of the systems 
from other sources. 

Most of the day, 
you can use Our double- 
duty hardware to turn 
F&l into a profit center. 
You can knock out all 
those F&l forms with 
computer speed and 
accuracy, making every 
deal a little greener 

But, you can also 
set aside time for 


a good de al 


Auto Tell Services, Inc. 

771 East Lancaster Avenue 
Villanova, Pa. 19085 

800-523-5103 (In PA 800-362-5538) 


Factory Communications when necessary. 

And ATS gives you even moreadd- ee 2 
When you're ready, you can add vital function 
like On-line Accounting, Payroll, Inventory Cu 
trol, and Sales/Service Merchandising mi 

Our experienced customer repres 
will answer your questions and leap on yOur 
blems. They know your needs because they ps 

dealer and factory bee 
grounds. 

If you're in 
marketing area ee tol 
the Mississippi), an 4 ‘ 
would like to see 
a demonstration, call 
today or send the 
coupon. Find out what 
you want to know W about 
this Twosome offer 
from ATS. 


bility 


€ntatives 
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Showcase 


WHAT'S NEW ON THE MARKET 


as announced two new 
AutoSound units that 
electronic tuned AM/FM- 
radio, digital station display 
, as well as cassette or 
tape player. Both models 
e electronic memory 


t Industries introduces In- 
for quick traction in 


Alert Fuel Filters announces the 
development of a filter for diesel 
*tomobiles, trucks and off-the- 
toad equipment that eliminates a 
large number of problems nor- 
mally associated with diesel en- 
fine performance. This product 
provides a driver with the capabil- 
ity to monitor the quality of his 
diesel fuel, and also see the level of 
the water separated throughout 
the filter's transparent bowl. The 
internal stainless steel filter is 
easily cleaned and is reusable in- 
definitely. Manufacturer: Alert 
fuel Filters, 839 NW 7th Terrace, 
Ft. Lauderdale, FL 33311. 


informatic i ided via man} 
d photographs of products listed in Showcase have been provi v u 
pea Ree away implies endorsement by either NADA, the National Automobile Deale: 
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touchbuttons which provide in- 
stant selection of 5 AM and 5 FM 
stations. The electronic scan sys- 
tem automatically tunes in all 
stations in sequence, pausing at 
each station for a few seconds 
until the desired station is re- 


snow, sand or mud. Light-weight, 
measuring 1242” long by 10” wide, 
the Instantrax pair can easily be 
stored in the auto’s trunk until 
they are needed. Instantrax works 
by supplying the motorist with a 
kind of instant “tank-like” tread. 
Chalfont Industries is marketing 
Instantrax through major depart- 
ment stores, auto dealers and 
through the mail. Manufacturer: 
Chalfont Industries, Inc., Masons 
Mill Business Park, Huntingdon 
Valley, PA 19006. 


tained through use of the “scan 
hold” control. For additional in- 
formation, contact Dic Tyrrell, 
Director, Sound Products Sales, 
RCA Distributor and Special 
Products Division, Deptford, NJ 
08096. 


Supra Products, Inc. introduces 
the SUPRA MAX auto key box. Its 
heavy-duty design includes thick 
walls, strong lock system, one- 
piece construction and riveted 
hanger. The Zamac metal body re- 
sists shattering on impact. The lid 
is secured with half-inch steel 
hinge pins. A rubber seal makes 
the unit virtually waterproof, and 
a padded back protects car win- 
dows. Finally, the whole SUPRA 
MAX body is chrome plated and 
will resist chipping and corrosion. 
Manufacturer: Supra Products, 
Inc., P.O. Box 3167, Salem, OR 
97302. 


facturer’s press releases. A Product's appearance in this 
ts Service Corp., or automotive executive magazine. 
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The Becker Seat Heater. Installed 
under the lining of seat and back- 
rest, two heat pads warm up both 
surfaces in 5 to 10 minutes. Once 
the surface temperature reaches a 
comfortable 82° to 86°F., the heat 
level is maintained with only 15 
watts, about the same power draw 
as parking lights. Additional in- 
formation may be obtained from 
Becker of North America, Inc., 30 
Park Place, Paramus, NJ 07652. 


_ RUBBER 


pray Coating 


The Western Blade Liner was de- 
signed to solve the problems of 
wet, sticky snow and costly sea- 
sonal blade maintenance. Not 
only will use of the Blade Liner 
improve plowing action—all types 
of snow slip off the surface with 
ease, but it will also provide a 
permanent protective ‘shield’ 
like no paint or wax can. Fits all 
7% foot and 8 foot blades. Man- 
ufacturer: Western Products, 7777 
North 73rd St., Milwaukee, WI 
53223. 


Monorail Car Wash, Inc., an- 
nounces the addition of a burglar 
alarm system to the ever-growing 
line of Monorail products, servic- 
ing the self-service car wash in- 
dustry. Totally self-contained, the 
burglar alarm system features an 
auxiliary battery operation, mak- 
ing it fail-safe in case of power 


The Permatite Division of 
Durkee-Atwood Co., Min- 
neapolis, MN, announces the in- 
troduction of OZO-PRUF®, a new 
multi-market, high profit rubber 
spray coating with a multitude of 
automotive uses. OZO-PRUF is 
non-flammable, dries to a clear 
finish and serves as a good electri- 
cal insulator, with a dielectric 
strength of 700 volts per mil. 
OZO-PRUF is resistant to corro- 
sion, ozone, ultraviolet, moisture 
and high temperatures. For further 
information contact Ned Phelps, 
Concept One Division, Stevenson 
Associates, Inc., 2052 IDS Tower, 
Minneapolis, MN 55402. 
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failure. Other features ; 

are a battery, an alarm bell, ade 
able sensors, wire for the = — 
of bays ordered and a ocho 
electrical drawing. Manufaseane 
Monorail Car Wash, Divisj erin 
Columbian Rope, 23 North ms of 


sion Street, Auburn, NY’ 13a 


. 


Fortiflex, Inc., is offerj 

me Me pan for use as 3 a new, 
when changing oil. 

Model LP-1, this Foraip’® & 
PAN is made of a molded 
ber-polyethylene” tough ang Tub- 
able material called Fortil, due 
pan has a depth of 4y" 
diameter of 15”, making ; 

as snp ie low, Wide 

can be adapted to man 

than a drip pan: holding, ae 
ing tools, parts, spark pl Sty 
are rounded for safety and 3 
unique hand-grip Openin the 
each side permit maneuy, es 
when placed under Cars bin 
equipment. Manufactures 
tiflex, Inc. For more infor. al 
contact: Texamar Enterprises 
127 North Broadway, Hick 
NY 11801. ville, 


Pickups to tractors, 
GMAC finances them all. 


More and more drivers are turning to trucks for pleasure 
as well as work. Pickups, vans, 4x4s and campers are being 
used everywhere as every day transportation. And medium 
to heavy-duty trucks are constantly in demand to keep 
America’s commerce moving. 

Your GMAC truck financing plans can be a big help in 
turning truck shoppers into truck buyers. The same way we 
help you sell cars. _ ; ee 

We have truck financing specialists ready to give you fast 
service with a consistent purchase policy. So you can offer 
the best possible financing to all of your truck-buying 
customers. With flexible plans. And considerate customer 
treatment. Whether they're individuals, fleets or major 
corporations. 

After all, you're a GM Dealer. And you can do it all. 
¥ 


(hp — 
A Vva\vere 
tha 


FINANCING 


Complete Dealer 
Financing Services 


In just ten years POLYGLYCOAT has become the most important 
name in automotive aftercare. In America...and around the world. 

Through the most intensive program of research and develop- 
ment in the industry, POLYGLYCOAT continues to introduce fine 
quality products (to help keep new cars looking new) for the Automo- 
tive Consumer. 

First in a growing line is the original POLYGLYCOAT LUS- 
TERIZING SEALANT (3 year warranty) and now includes POLY- 
GLYCOAT RUSTPROOFING SHIELD (with an unheard of 7 year 
renewable warranty); TEXTILE SEALANT (3 year warranty); 
VINYL CLEANER and VINYL SHIELD (the only way to complete- 
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SHIELD, protection for the underside of cats: pple 


f prope! 3 


any UN w 
TION PACKAGE—backed by the only compat ' 
car dealers all the way, with millions of dollars a 
and promotion. (soe) 4 


For information, call: (914) 332-1100 oF ich 
| 

It’s a brighter world W 

The Polyglycoat a4! 
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